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NEXT MONTH 


@ The October issue will carry a complete re- 
Sport and pictures of the many important talks 
and clin: discussion to be held at the Nine- 
m teenth Annual Conference of the National In- 
dustrial Advertisers Association, Sept 17, 18, 
19, in Toronto, Canada. at the Royal York 
Hotel. Inasmuch as the theme of the meeting 
is “Industrial Advertising in a Wartime Econ- 
t eport will be of special and timely 
every industrial advertising and mar- 

itive 


Brennan will conclude his discussion 
successfully advertise to men in the 
hich begins in this issue on page 21 


dt. 


onthly, except October, semi-monthly, 
og Publications, Inc., at 100 E. Ohio St., 
S.A. Telephone: Delaware 1337. New 
330 W. Forty-Second St. Telephone: 
San Francisco, Russ Bldg.; Los Angeles, 
'g.; Atlanta, Walton Bldg. Single copies, 
«cept October 25th issue, which is not 
tely. Subscription, U. S. and Canada, 
ar. Foreign subscription, 2.50 a year. 
econd class matter December 22, 1936, 
toffice at Chicago, Illinois, under the 
ferch 3, 1879. 
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“wet? They make the most of small space 
____ by vsing @ quick headline; a good pic- 
- ture tells most of the story.” 





A BRICKBATS 


“This od brings ovt a fine 

idea—but hides it down in hy 
the small type instead of ‘4 
saying it in the headline.” F 














“That picture isn't large enough to do 
the product justice.” 









“This is a rehash of previous advertising 


—the same stale words.” 






“Lots of claims here . . . and little 


proof” 








L. M. ROBERTSON 


Transmission and Station Engineer 


@ It's a funny thing about engineers. 
We've talked to them in the Carolinas, 
New York, Vermont, Pennsylvania, Mas- 
sachusetts, New Jersey—and now Colo- 
rado. Their accents and problems differ 
like the squares on a crazy quilt. But in at 
least One important respect their reactions 
to advertising are essentially the same: 


Keep it simple. Get to the point quickly. 
Tell what you're selling in the headline or 
illustration. 


Take R. F. Throne and L. M. Robertson 
of Colorado Public Service. Mr. Throne is 
in charge of generation and Mr. Robertson 
helps distribute the power to users in the 
great open spaces of Colorado and parts 
of Wyoming. And to top this job off, both 
men are members of the faculty of Denver 
University, where they lecture to utility 
engineers of the future on subjects in their 


respective fields. 


“Get te the point quick 


Say two busy executives of the P 












GUEST REVIEWER: 
ELECTRICAL we 
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Each man devoted the better part of hal 
a day to reviewing the advertising in 
July 12th issue of Electrical World. M: 
Throne was obviously more interested 
















ads dealing with generation problenjy 


while Mr. Robertson leaned toward th} 
pages featuring transmission and distribu 







tion equipment. But Mr. Throne reminde 
the interviewer that while many of the ad 





did not directly serve him in his job, ‘Tal 









interested because they keep me posted o¢ 
the other phases of this business. In ou! 
executive meetings, I know what the other 
are talking about and why they frequent! 
call for a change in this or that.” 


Both reviewers emphasized the necessit} 
of getting across the idea guickly—in large 
type or with an illustration. Mr. Robertsoo 
added, ‘Some of the small ads in Electrical 


World make it easier to understand wha|/ 





they're selling than the larger ones.” Hi 
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Sub-contracts Loom as Way 
for Small Business 


Small companies pinched by priorities necessitated 
by the all-out defense program may keep their plants 
operating by switching over to defense sub-contracts 


R's Nott The owing 
erned hiefly Wl the ( 
vy y i icture most ¢ 
lativel s 4 when co sidered 
t |k ing larg importance 
ime cethe N ire ly Ow 
€ impact of the 1k se progran 
ttempt to i rr those 
rketers whe ‘ not OW 1 
It lefense g ds GW 
uln 0 ‘ nel ( t 
t1 due ite i hortages 
enue r escape pen te the 
( ast sul ject te be 
pletely 1 rticle, but thi 
eeks to ¢ ‘| nm ¢ t of the set 
¢ ib] i least e pl d ers oO 
ad Sa the hi esses | 
‘ t “¢t > 
- SMALL MANUFACTURERS 


vilian products have been slow to 
ken to the now-evident fact that 
ness as usual” is and will con- 
to be a virtual impossibility for 
luration of the war, the Office of 
tuction Management has been al- 
equally tardy in arriving at that 
zation. Only within recent weeks 
t become evident that many small 


facturers tace business extinction 


By A. P. MILLS 
Washington Editor 


unless some way can be found to ht 
them into the all-encompassing de- 
tense picture. 


steps and plans others, but the primary 


responsibility for the continued life or 


eventual death of some businesses re- 
mains with the manufacturers them- 
selves. 

How does a manufacturer without 
defense orders or facilities ready-made 
for defense production get into the 
defense swim? There is no pat answer 
to that. Some hope, however, does re- 
main for these unfortunate producers 
if they will tackle the difficult prob- 
lem with the same ability and initia- 
tive that has made possible their suc- 
cess in less difficult times. Defense 
ofhcials will help, of course, but the 
primary job rests with a searching self- 
analysis by each company. Some way 
must be found for companies produc- 


ing non-essential civilian products to 
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OPM has taken some 


so re-arrange their operations that they 
can come under the sprawling defense 
tent in some way. In most Cases it 
can be done, and is being done daily. 
After all, soap companies are now pro- 
ducing armaments and similar miracles 
can be accomplished in other lines. 
OPM calls civilian goods companies 
which have found no place in the 
defense program “priority casualties.” 
In this category are included firms 
whose normal output has no relation 
to defense and yet whose materials are 
used in defense production. They are 
the victims of the all-out preparedness 
effort now in pregress. The division 
of OPM chiefly 


problem is the Defense Contract Ser 


concerned Ww ith this 


vice, which has been greatly expanded 
recently and now maintains thirty-six 
This 


division seeks to encourage sub con 


ofhces in major industrial cities. 


tracting and to advise non-defense 


manufacturers how to accomplish a 
change-over which will permit them 
to gain defense business. Companies 


in the “priority casualty”’ class should 


15 











contact the nearest Defense Contract 
Service ofhce at once. 

Unfortunately, OPM’s field ofhcers 
cannot solve all such problems. It 
behooves manufacturers themselves to 
find out how their plants can be con- 
verted to defense production either 
OPM engi- 


neering experts are helping in this con- 


partially or completely. 
version problem. They are now busy 
studying industries most severely hit 
by the loss of materials through priori- 
ties, and by a new system still in the 
process of being set up within the 
Defense Contract Service at its Wash- 
ington headquarters, recommendations 
are to be made to heads of the two 
armed forces for the awarding of con- 
tracts or arrangements for sub-con- 
tracts to such companies. The plan is 
for the Secretaries of the Army and 
Navy to grant these concerns experi- 
mental orders, on a cost-plus-fixed-fee 
basis, with larger prime or sub- 
contracts to follow. 

The new system allows the Army 
and Navy to pay up to fifteen per 
cent more than the established price 
for defense goods produced by com- 
panies in the “priority casualty” class. 
The reasoning behind the permitting 
of a higher price is that the manufac- 
turer will have to bear the cost of the 
change-over, and also because his pro- 
duc tion COSTS W ill undoubtedly be 
higher than old established firms in the 
same line. The price concession, which 
will be granted only when conditions 
make it necessary and only when hard 
ship will exist if terms of a defense 
contract do not include the higher rate, 
will apply both to prime and sub- 
contracts. Hence, a prime contractor 
who farms out a portion of his work 
to a “priority casualty” can arrange 
with OPM for a larger payment figure 
to cover increased payments to sub- 
contractors who have been granted a 
price concession of fifteen per cent or 
less 

Defense Contract Service is cur- 
rently taking other steps to aid small 
manufacturers seeking to crash the 
charmed circle of defense suppliers. 
Wider distribution of bid forms is to 
be made, and except in the case of 
dire emergencies, a fifteen-day period 
will be granted before bids are opened. 
Another helpful move is the placing 
of smaller orders. At the outset of 
the defense program, speed was the 
great essential It still is vitally im- 
portant, but the policy of concentrat- 
ing the vast majority of all prime 


defense business in a few vast corpora 
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Offices of 
Defense Contract Service 
@ OFFICES of 


Service where manufacturers may ap- 


Defense Contract 
ply for information regarding sub-con- 
tracts and direct contracts on defense 
orders are located in the twelve Fed- 
eral Reserve Banks and their twenty- 
four branches in the following cities: 
Boston 

New York 


St. Louis 


Little Rock 


Buffalo Louisville 
Philadelphia Memphis 
Cleveland Minneapolis 


Cincinnati Helena 


Pittsburgh Kansas City 
Richmond Denver 
Baltimore Oklahoma City 
Charlotte Omaha 
Atlanta Dallas 
Birmingham El Paso 


Jacksonville Houston 
Nashville 
New Orleans 


Savannah— 


San Antonio 
San Francisco 

Los Angeles 

Portland 

Salt Lake City 

Seattle 


agency 

( hicago 

Detroit 
In addition to these offices, others 
are being established in principal man- 
ufacturing centers throughout the 
country as part of the plan to stimu- 
late sub-contracting and assist the 
smaller manufacture. Local banks or 
Chambers of Commerce can supply 
information about these extensions of 


the service as they are assigned. 





tions is on the way out. More small 
orders are to be placed directly by 
procurement agencies. 

OPM is also doing everything pos- 
sible to encourage sub-contracting, 
which in earlier days was left largely 
to the prime contractors themselves. 
OPM rules now require that all bids 
in the $50,000-$250,000 class must 
include a statement of sub-contracting 
plans. Furthermore, weight will be 
given to this aspect in determining 
successful bidders. In general, the 
more work a prime contractor prom- 
ises to farm out to other and smaller 
concerns, the more chance he has of 
getting the business, all other things 
being equal. In the above $250,000 
class, even more elaborate statements 
of sub-contracting plans are required 
of bidders. 
which has strong support within OPM 


One hope of the future, 


but which has not yet been adopted, is 


that a policy will be adopted to re- 


move existing penalties imposed on 
firms located in remote areas. At pres- 
ent, contracts call for defense work to 
be on an f.o.b.-delivery point basis. 
Robert L. Mehornay, Defense Contract 
Service chief, hopes along with some 
other high officials that this will be 
changed to f.o.b.-manufacturing plant. 
As it is now, companies located far 
from the delivery point are required 
to absorb the extra transportation costs 
which their more fortunately located 
competitors do not have. Still another 
proposal which has not been adopted 
to date is to put a part of the bidding 
for defense business on a regional basis. 
If this is put in practice, only pro- 
ducers within a specified area will be 
permitted to compete for certain con 
tracts. 

At this date, sub-contracting ac 
counts for a much smaller share of all 
defense production than officials en 
visage in days to come. The only 
available figures on the percentage of 
dollar volume of defense output han 
dled through sub-contracts are for 
June. At that time, 26.6 per cent of 
all defense work was farmed out. With 
the new stimulus from OPM to widen 
sub-contracting, the ration may reach 
the fifty-fifty basis before long. 

OPM—perhaps at long last—is fac 
ing the “priority casualty” problem 
squarely. Defense officials know the 
material situation, particularly with 
respect to non-defense companies, is 
going to get much worse before it gets 
better. They say that civilian goods 
producers who figure that new pro 
duction facilities now being provided 
to expand the supply of scare materials 
will enable them to resume “business 
as usual” before long are whistling in 


the dark. 


ties Director E. R. Stettinius, Jr., on 


Defense chiefs, from Prior 


down the line, say flatly that they can 
not foresee the day when the materia! 
supply will improve sufficiently to per 
mit resumption of full-scale civili 

production. No civilian relief is 


sight. Projected defense demands © 


absorb all new-production output 
such scarce commodities as minera! 
metals, and chemicals. Defense offic: 
hint darkly that even more severe 
strictions on civilian use of strate 
materials are in the offing. 

The picture is not pretty for no 
defense manufacturers. OPM’s Prio 
ties Division and Defense Contra 
Service will do all they can to he! 
They want to prevent the closing 


plants if possible. But manufactur 


(Continued on Page 72) 
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VINCENT R. YOUNG 


Chairman, Program Committee 


NIAA Conference lo Discuss Aduertising 
in a Wartime Economy 


Record attendance expected at nineteenth annual meet- 


ing in Toronto, Sept. 17, 18, 19, at Royal York Hotel 


@® WHAT PERHAPS may be the most 
nportant and influential meeting of 
dustrial advertising and marketing 
ecutives ever held takes place this 
mth when the National Industrial 
lvertisers Association holds its nine- 
nth annual conference and exposi- 
n in Toronto, Sept. 17, 18, 19, at 

Royal York hotel. The theme of 
meeting will be “Industrial Ad- 
tising in a Wartime Economy.” 


for several reasons, but mainly be- 


use the conference will virtually 
stitute a laboratory analysis of in- 
trial advertising and marketing 
cedure under defense and wartime 
ditions, attendance of the confer- 
e 1s expected to shatter all records. 
is forecast is materially substan- 
ted by advance paid registrations 


ich are being received by headquar- 


ters office at a rate greater than ever 
experienced. 

This is the first time the NIAA an- 
nual conference has been held outside 
the United States and this year the 
three-day meeting is being sponsored 
by one of its two Canadian chapters, 
Industrial Advertisers Association of 
Toronto. The other Canadian chapter 
is at Montreal. John A. M. Galilee, 
assistant advertising manager, Cana- 
dian Westinghouse Company, Ltd., 
chairman of the general conference 
committee, and Vincent R. Young, 
Canadian General Electric Company, 
Ltd., is chairman of the program com- 
mittee. 

Although the NIAA now has twen- 
ty-two chapters with an aggregate 
membership of over 1,700, and is the 
largest organization of advertising 
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people in the world, attendance of the 
annual conference is open to all per- 
sons who are in any way engaged in or 
interested in the marketing or adver- 
tising and sales promotion of prod- 
ucts or materials to business and indus- 
try without a premium for registra- 
tion. 
No Red Tape at Border 

Visitors to the convention will ex- 
perience no difhculty in entering or 
leaving Canada, L. B. Hicks, chair- 
man of the transportation committee, 
emphasizes. Passports are not needed, 
only some simple form of identification 
such as car license, driver’s permit, so- 
cial security card, etc. If naturalized. 
the person should carry his certificate 
of naturalization. 

It is permissible to take in cameras 
for use except on military establish- 


17 











ments, power plants, etc Othe pel 
sonal of sports equipment for one’s 
own use may be taken in w ithout bond 
or deposit Each visitor 1s permitted 
to carry in 200 cigarets, two pounds 
of tobacco, and fifty cigars tor his own 
use. Gasoline is sold only between the 
hours of 7 a. m. and 7 p. m., Monday 
to Saturday inclusive, with no sale on 
Sunday The official premium of ten 
per cent 1s paid on American currency 


verywhere in Canada. 


The Program 

The program of the three-day con- 
ference is divided into two principal 
parts: general sessions and clinic ses- 
sions. Following the invocation, wel- 
come to delegates, and president’s ad- 
dress when the meeting convenes 
Wednesday morning, the keynote ad- 
dress will be delivered by Horace T. 
Hunter, president, The MacLean 
Publishing Company, Ltd. Mr. Hun- 


ter’s subject will be “Industrial Ad 


vertising in Wartime Economy,” and, 
drawing from his vast experience in 
connection with advertising in both 
the United States and Canada, he will 
outline the successive phases through 
which the two countries are now pass- 
ing and point out their effects on in- 
dustrial advertising and its importance 
in the entire program of defense. 
More about Canada’s participation 
in the war will be learned at the 


Wednesday luncheon session, at which 








PROGRAM TIME TABLE 


19th Annual Conference and Exposition, National Industrial Advertisers Association 
September 17, 18, 19—Royal York Hotel, Toronto, Canada 


Wednesday, Sept. 17, 1941 
j Re istratior;r 
GENERAL SESSION 
“Industrial Advertising in a 
Wartime Economy” 
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Industrial Advertising — it 

W irti ‘ I nor H ract I 
H inter President The Ma Lea 
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LUNCHEON SESSION 

I R antic Story of Canada 
An | lu Ral P. Be 
Di ly era Air Pr 
} t (ottawa 
Int 1 by Fl y » ( 4 
Ed The Fina P I 
W e: His Worship Ma Fre 
| ( 


GENERAL SESSION 


+5 Industry Looks Ahead Fred 
ric W. Nichol, Vice-President. I: 


ternationa Bus ness Ma hines Ir 
New York 


“The Tri-Clad Motor Road 
Dramatized Selling of a Techn: 
il Product W.V. Merrihue. Gi 
eral Electric Co., Schenectady. N.\ 
Announcement and Presentatior 
INDUSTRIAL MARKETIN« 
Awards to Business Papers tor Ec 
torial Achievement’ Ralph O. M 
Graw, Editor, INDUSTRIAL MARKEE? 
IN‘ Chicago Presentatior hy 
Charles Mc Donoug! Past Pres 
dent, NIAA, New York 
6:15—Publishers’ Receptior 


} 


Thursday, Sept. 18, 1941 
GENERAL SESSION 
How Industrial Advertisers Ar 

Meeting the Present Emerger \ 

A Symposium of Current Advertis 
ny Leader, H H Mmmor s Cs ane 
Cx Chr Azo Co Leaders | M 
McKibbin, Westinghouse Electric & 
Mig Company, East Pittsburg! 


' ~ 


Pa Homer | Buckley Buckle 
Dement & Co., Chicago: Roger | 
Wensley CG. M. Bastord Con pany 
New York \ Jarvis, Norris-Pat 
terson, Ltd., Toronto 


4 CLINIC SESSIONS 
(The following clinics take place 
nultaneously) 
Institutional Advertising 11 " 
Wartime Economy ’—Leader, C 
C. Conner, Aluminum Compar 
of America, Pittsburg! 
Better Industrial Photographs 
How to Get and Use Then 
Leader, E. W. Falcon, Warner 


fF Swasey Compar y Clevelar Ga 
Research to Meet Tomorrow's 
Marketi i Needs Le ider, R 


) Eastmar The I istmar! Re 
earch Organization, New York 

; How to Get Material Under 
Today's Conditions to Make the 

Kind of Advertisements Whicl 
Are Needed Today” Leader, > 
D. Distelhorst, Cochrane Co 
ration, Philadelphia 

5 Company Magazines and News 
paper * Leader. R A W heele if 
[The International Nickel Com 
pany, lt . New Y ork 

6 Problems of Merchandising I 
dustrial Products Throug! 
Wholesalers, Jobbers and Retail 

Leader, Carl B. Dietricl 

r Electric Corporation, St 


te rr< 
té rT 
P 


W agi 

louie 

LUNCHEON SESSION 
Salute to NIAA Chairn il R P 
Dodds, President 
1600 ~=Plus” 
Magnus Chemin 
Garwood, N. | 
“NI AA Activities” E | Goes 
Koehring Company, Milwaukee 
“Advertising Manual” Carl B 
Dietrich, Wagner Electric Corpora 
tion, St. Louis 
‘NIAA Prepares for Total War 
Economy” W. Donald Murphy 
Reincke, Ellis, Younggreen & Finn 
Inc., Chicago 


Herb Mercready, 
il Company, Inc 


GENERAL SESSION 


45 Advertising Analysis—-Industrial 

and Consumer’—Richard Manville, 

Newell-Emmett Company, Inc., New 

York 

45 “Information Plus” Master of 
Ceremonies, J. R. White, Clover 
Mig Company, Norwalk, Conn 
Experts: Advertising Manager, P 
C. Sowersby, General Electric Com 
pany, Cleveland, O.: Agency, Albert 
M Wearstler, Wearstler Advertis 
ing, Inc., Youngstown, O Pub 
lisher, Eldridge R. Haynes, Modern 
Industry, New York: Production, 
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Paul | Callahan, Truscon Stee 
Company, Youngstown, O Sales 
Manager. G. A. Brace, Ferrant 
Electric, Ltd., Toronto 
7-30—Annual Banquet. Chairman, R. | 
Dodds 
Speaker, L. W. Brockington, K. ‘ 
Special Wartime Assistant 1 
Office of the Prime Minister 
Canada Subject as id 
Years at War.” 
Entertainment, cing 
Friday, Sept. 19, 1941 
GENERAL SESSION 
Yin ‘Selling the Canadiar Market 
Mark T I D Carsor Mar iver ( 
I idiat N ito}! il News! ipers 


Tw 


t dat 


Periodicals Association, Toront 
9:30—"Are Industrial Buyers Peop 
- i irrest [ Webster. Ma Mar 
lohn & Adams, Inc., Detr 
10:15 CLINIC SESSIONS 
(The following clinics take 
simultaneously ) 


1. “How to Prepar Publicity 
Leader, F. H. Pinkerton, Unit 
States Rubber Company, Ni 
York 
“How to Get the Most Out 
Exhibits and Trade Shows 
Leader, Chester W Ruth, Ry 
public Steel Corporation, Cleve 
land 

3 “Gadgets for Sale New Idea 
for Advertising Staple Industria 
Commodities”——Leader, Louis | 
Ott, Ohio Brass Compa 
Mansfield, O 

4. “Successful Direct Mail Adve 

tising During and After t! 

War Leader, Samuel E Gol 

Lignum-Vitae Products Corpor 

tion, Jersey City, N. J 

“Wartime Trends in Copy a! 

Media” Leader, Frederic 

Lackens, The Hays Corporaty 

Michigan City, Ind 
6. “Motion Pictures, Film Slids 

and Other Visual Advertisi: 
and How to Use Them Mi 
Effectively—-Leader, Walter 

Bowe, Carrier Corporation, Sy! 
cuse, N. Y 

2:30 LUNCHEON SESSION 
Speaker, Air Marshal W 
Bishop, V.C., D.S.0., M.C., D.F. 

2:40— ANNUAL BUSINESS SESSIO> 
NIAA Panel Awards 
Annual Meeting 
Election of Officers 
Adjournment 
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Richard Manville 


Ralph P. Bell, Director-General of 
Aircraft Production, will talk on “The 
Romantic Story of Canada’s Aircraft 
Mr. Bell will be intro- 


duced by Floyd S$. Chalmers, editor, 


Production.” 


The Financial Post, Toronto, and wel- 
come at this session will be extended 
by His Worship Mayor Fred J. Con- 
boy 
Following the luncheon session a 
talk on “Industry Looks Ahead” will 
be heard from Frederic W. Nichol, 
ce-president and general manager, 
International Business Machines, Inc. 
The conference will then be given 
ctual presentation of General Elec- 
¢ Company’s Tri-Clad motor road 
show as an example of dramatized sell- 
¢ of a technical product. The dem- 
stration will be under the direction 


t W. V. Merrihue, manager apparatus 


ertising, General Electric Company, 


Schenectady, N. Y. 


The afternoon session will conclude 
th the announcement and presenta- 
of INpbDuUsTRIAL MARKETING’S 
irds for Editorial Achievement by 
ness paper editors. Following in- 
ductory remarks by Ralph O. Mc- 
iw, editor, presentation of sixteen 
jues and framed certificates will 
nade by Charles McDonough, ad- 
tising manager, Combustion Engi- 
ing Company, New York, chair- 
n of the Jury of Awards, and past 
‘ident of NIAA. 
he social feature of the first day 
the conference will be the publish- 


reception in the evening. 


ursday’s General Sessions 
\ special feature highlighting the 


gram. for Thursday 


morning 1s 
ymposium on current advertising 
display at the conference, titled 


ow Industrial Advertisers Are 


Horace T. Hunter 


THESE MEN WILL BRING TIMELY MESSAGES TO THE NIAA TORONTO CONFERENCE 


Meeting the Present Emergency.” This 
will be one of the most interesting and 
valuable features of the entire program 
and will be led by H. H. Simmons, 
advertising manager, Crane Co., Chi- 
cago. Co-leaders who will assist Mr. 
Simmons in analyzing and presenting 
the important points about the cam- 


paigns are: J. M. McKibbin, West- 
inghouse Electric & Mfg. Company, 


East Pittsburgh; Homer J. Buckley, 
Buckley, Dement & Co., Chicago; 
Roger L. Wensley, G. M. Basford 


Company, New York; and A. Jarvis, 
Norris-Patterson, Ltd., Toronto. 

A clinic session of six meetings is 
scheduled to conclude the Thursday 
morning program. Details of the 


clinics are given further on. 


The Thursday luncheon session will 
be devoted to talks by NIAA officials 
on matters of association interest. 
These will include: “Salute to 
NIAA,” by Richard P. Dodds, Trus- 
Company, president of 
NIAA; “1,600 Plus,” by vice-presi- 
dent Herb Mercready, Magnus Chem- 


con Steel 


ical Company, Inc., Garwood, N. J.; 
“NIAA Activities,” by vice-president 
E. J. Goes, Koehring Company, Mil- 
waukee; “Advertising Manual,” by 
Carl Dietrich, Wagner Electric Cor- 
poration, St. Louis; and “NIAA Pre- 
pares for Total War Economy,” by 
Donald 


Reincke, Ellis, Younggreen & Finn, 


Murphy, 


vice-president W. 


Inc., Chicago. 


Richard Manville, 
Company, Inc., New York, will open 


Newell-Emmett 


the Thursday afternoon program with 
a talk on “Advertising Analysis,” in 
which he will dissect some resultful ad- 
vertising campaigns and show why 


they clicked. 


The second part of the Thursday 
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Major I. D. Carson 


Air Marshal W. A. Bishop 


afternoon program will be an “Intor 
mation Plus” session in which answers 
on industrial advertising and market- 
ing problems submitted before the 
meeting or from the floor will be an- 
swered by a six man board of experts. 
Master of ceremonies will be James R. 
White, Clover Mfg. Company, Nor 

walk, Conn., and the experts will con 

sist of: “Advertising Manager,” P. C. 
Sowersby, General Electric Company, 
Albert M. 
Wearstler, Youngstown agency head ; 
“Publisher,” Eldridge R. Haynes, 
Modern Industry, New York; “Pro 


Callahan, Truscon 


Cleveland; “Agency,” 


duction,” Paul L. 
Steel Company, Youngstown, O.; 
“Sales Manager,” G. A. 


ranti Electric, Ltd., Toronto. 


Brace, Fer- 


A Canadian Banquet 


Departing from the practice of the 
last few years to dispense with any 
formal program at the annual banquet, 
the Thursday evening affair will be 
conducted in true Canadian style and 
provide some pleasant surprises, rem- 
iniscent of Old England of Tudor 
days and of Canada today. Highlight 
of the evening is to be an address by 
L. W. Brockington, K.C., Special War 
time Assistant in the office of the 
Prime Minister of Canada. His talk, 
“Canada—Two Years at War,” will 
be broadcast over the CBC and NBC 
networks. Entertainment and danc 


ing will complete the evening. 


Friday Sessions 

Practical advice on “Selling the Ca 
nadian Market” will be given Friday 
morning by Major I. D. Carson, man 
ager, Canadian National Newspapers 
and Periodicals Association, Toronto. 
The Canadian buyer, after all, is a 


Canadian and not an American and 
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W. V. MERRIHUE 


General Electric 
—- 


CHESTER W. RUTH 


Republic Steel 


Major 


(arson, employing some special survey 


requires a different approach. 


material, will give facts which will be 
of particular interest to men whose 
companies maintain Canadian ofhces or 
who are contemplating in adequate 
sales setup in ¢ anada 

“Are Industrial Buyers People?” is 
the subject of a talk to be given by 
Forrest U. Webster, MacManus, John 
& Adams, Inc 


will discuss the personal and emotional 


Detroit, in which he 


phases of advertising as they may be 
ipplied to industrial buyers. 

Another session of six clinics is 
scheduled after Mr. Webster’s talk. 

The Friday luncheon will be ad 
dressed by Air Marshal W. A. Bishop, 
VA, SAnbk, MA EAFA 

The annual business session, closing 
the conference, will be held on Friday 
ifternoon, at which time there will 
be the presentation of aw ards for ad 
vertising panel displays, the annual 


meeting, wid election of officers and 


direc tors 


Clinic Sessions 

The clinics, which are always a pop 
ular part of the NIAA annual confer 
enee, this year have been grouped into 
two morning sessions, Thursday and 
Friday, at which time six meetings 
will be run simultaneously for one hour 
ind a half. 

The clinic meetings scheduled for 


l ‘Institutions! Advertising in a 


PHIL SOWERSBY 


General Electric 


J. R. WHITE 
Clover Miz. ¢ 
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PERSONALITIES ON THE PROGRAM FOR THE NIAA TORONTO CONFERENCE 


ROY O. EASTMAN 


Eastman Research 


F. U. WEBSTER 
MacManus, John & 
Adams 


leader, C. C. 
Company of 


Wartime Economy”; 


Conner, Aluminum 
America, Pittsburgh. 
Thursday morning, their subjects and 
leaders, are as follows: 

2. “Better 
—How to Get and Use Them”; lead- 
er, E. W. 
Co., Cleveland. 

3. Research to Meet Tomorrow’s 
Marketing Needs”; leader, R. O. East- 
man, The Eastern Research Organiza- 
tion, New York 

4. “How to Get Material Under 
Today's Conditions to Make the Kind 
of Advertisements Which Are Need- 
ed”: leader, S. D. Distelhorst, Coch- 


rane Corporation, Philadelphia. 


Industrial Photographs 


Falcon, Warner & Swasey 


5. “Company Magazines and News- 
leader, R. A W heeler, The 
International Nickel Company, Inc., 
New York. 

6. “Problems of Merchandising In 
W hole- 
salers, Jobbers, and Retailers”: leader, 
Carl B Wagner 


Corporation, St. Louis. 


papers’’; 


dustrial Products Through 


Dietrich, I lectric 
On Friday morning the following 


SIX clinic meetings will be held: 


|. “How to Prepare Publicity”; 
H. Pinkerton, United States 
Rubber Company, New York. 


> 


2. “How to Get the Most Out of 


leader. | : 


Exhibits and Trade Shows”: leader. 
Chester W. Ruth, Republic Steel Cor- 


poration, Cleveland. 


HOMER BUCKLEY 


Buckley, Dement 


L. H. VAN DIVER 
Union Carbide 








Cc. C. CONNER 


Aluminum Company 


E. W. FALCON 
Warner & Swasey 


De “Gadgets for Sale—New Ideas 
for Advertising Staple Industrial 
Commodities”; leader, Louis J. Ort 
Ohio Brass Company, Mansfield, O. 

4. “Successful Direct Mail Adve 
tising During and After the War”; 
leader, Samuel E. Gold, Lignum-Vita« 
Products 

§. “Wartime Trends in Copy and 
Media”; leader, Frederic I. Lackens, 
The Hays Corporation, Michigan City, 


Ind. 


6. “Motion Pictures, Film Slides, 
j 


Corporation, Jersey City, 


and Other Visual Advertising anc 
How to Use Them More Effectively”; 
leader, Walter A. Bowe, Carrier Cor 
poration, Syracuse, N. Y. 


Panel Awards 


The display of panels of members 
advertising material and the awards 
for the best as selected by the judges 
are two of the outstanding features of 
the NIAA annual conference. Twen 
ty bronze plaques will be awarded to 
those companies whose advertising 
selected as the best; twenty certih 
cates will be presented to the agencies 
responsible for the creative effort of 
the winning material; and a like nu 
ber of certificates will be given to Ul 
runner-ups. Presentations will be mac 
at the annual business session Frid 
afternoon. 

This year the panels will be clas 


(Continued on Page 64) 


H. H. SIMMON 


Crane Co 


F. H. PINKERTON 
U. S. Rubber 
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By J. EARL BRENNAN 


President, Brennan Advertising Agency, Houston, Texas 


To Sell the Man in the Oil Yield, 
Kuow Ais Problems 


Some valuable basic suggestions based on years of 


experience on how to sell this $654,000,000 market 


@ TO WRITE COPY that gets 
from the oil field man the kind of at- 
tention, interest, and conviction that 
carries him well along on the road to 
1 sale, it is necessary to know his 
everyday problems. 

This knowledge cannot be gained 
from a swivel chair. One needs to 
work with him in the oil fields, to eat 
with him in the honky-tonks near 
the leases, to attend the meetings of 
petroleum engineers, to study new 
methods and products in the fields, at 
the oil shows and American Petroleum 
Institute Conventions. 

One needs to have an engineering 
background with years of experience 
n this fast moving, progressive in- 
dustry. Then one needs to be a well 
trained man in the technical end of 
idvertising and to have the gift of 
selling by persuasive writing. Since 
this is a large order and since only a 
tew people in the oil business are for- 
tunate enough to have this combined 
experience, advertisers and their 
igencies located away from the oil 
held centers should use the proper 
methods to compensate for their lack 
ot everyday field contacts. 

If all those who write copy to the 
man in the oil fields knew the oil 
business and would get their selling 
ideas right on the lease, there would 
not appear so many ads that either do 
not register at all, or if they do, get 
1 reaction which brings a smile at the 
ybvious ignorance on the part of the 
writer. Such copy makes the prospect 





believe that the company running the 
advertising is ignorant of oil field 
problems and consequently can be of 
no help in solving them. 

One of the many prize boners was 
that of an oil company which ran an 
ad advocating their particular product 
for lubricating oil field tools and 
equipment. The agency that prepared 


it thought they were doing a swell job 


ARE ESPECIALLY DESIGNED 
FOR FASTER CUTTING SPEEDS 
im ALL FORMATIONS 


ED ROLLER BITCOMPANY 
ot eee . 


Exhibit I—A well digger knows a modern 
rig at a glance. He knows from little indica- 
tions like the type of bit, the skullguard and 
the safety shoes of the roughneck that this 
is an up-to-date picture. The advertising 
tyro would want the derrick prominently 
displayed, but to those in the know, this is 
old stuff, and so recognized by oil field men. 
Here, only part of the derrick floor shows 
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of reflecting field knowledge by run- 
ning a pen and ink drawing showing 
the lubrication of a rock bit. What 
they didn’t know, but what every 
practical oil field man does know, is 
that oil for lubricating bits was dis- 
continued twenty years ago. 

One company advertising to the oil 
industry actually ran a drawing of a 
gusher. Gushers went out with the 
horse and buggy. The gusher was 
well drawn, and the ad was perfect 
from a technical advertising stand- 
point for it was prepared by one of 
the nation’s very largest agencies. Tool 
pushers and roughnecks in the oil field 
didn’t appreciate the art and _ the 
aesthetic part of the ad. They just got 
a “belly-laugh” out of the idea of a 
company trying to appear progressive 
and using a gusher to put the thought 
over. Today, progressive companies 
bring in wells under control. A draw- 
ing used in another ad showed all the 
pipe in a pumping field having been 
pulled and stacked at the same time. 
The headline on another ad to the oil 
field man was “Luscious Lips.” How 
can you hope to gain the respect of 
the man in the field if your copy re- 
flects ignorance of the serious problems 
confronting him in his daily work? 


The Buying Factors 

First let us review briefly the duties 
of the oil field men our agency men 
meet on our various field trips. 

THE DriLLer is second in command 
to the tool pusher on a rig. He is a 
driller because he has had a great deal 
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The headline says ‘Double 


The cross section illus- 
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ition shows “Wearing Surface No. |" 


ond “Wearing Sur- 





ering surface and proves why 


The copy sets forth the benefits from each 


Lower rod costs any way 


appeals to the oil field man's self-interest 


ot practical experience around a rig, 
beginning more than likely as a rough 
neck. He usually has little technical 
education, although a few of them are 
¢ their way up to 


engineers working 


higher executive positions. The trend 


is toward the hiring of young en 
vineers ind giving them a chance to 
work all the way from a boll-weevil. 
The driller does or directs every oper 
ition in drilling. He is interested in 
making hole fast, especially if there’s 
nother rig in the same field; and he’s 
interested in drilling safely. As a re 
sult he is interested in any equipment 
that helps him drill faster or safer, 
since it helps to make his record show 
up better. He has little direct buying 
power in a major company, but he is 
1 comparatively important buying 
factor in the employment of drilling 
contractors The driller 1S usually not 
interested in the cost of equipment; 


performance ts his major interest. 


True Toot Pusner is usually a 
driller who has worked up because of 
proven administrative ability, better 
tec hnical tr ining due to a degree in 
science or enxineecring, or because 
through native talent he has acquired 
1 knowledge of drilling practices and 


th propel tools ind equipment to use 


ror difterent conditions T he tool 
pusher iS Immediately over the drillers 
of one or more wells 1 held He has 
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problems similar to drillers, and in ad- 
dition has to watch costs. He is an 
important buying factor in major 
companies, and is often the last word 
when employed by drilling contractors 
who usually don’t have engineers or 
superintendents. The tool pusher is 
too important to be overlooked when 
writing copy with specific buyers, or 
influencers of buying in mind. 

TH 


usually worked up from tool pusher 


Fietp SUPERINTENDENT has 


or farm boss. He has a great wealth 
of practical experience and in many 
cases a background of technical edu- 
natural 


cation. Above all, he is a 


leader of men. He supervises all op- 
erations, drilling and producing, in a 
held. 


broad, he usually delegates the selec- 


Since his responsibility is sO 


tion of most equipment to tool push- 
ers and engineers. However, his good 
will is most important. 

ENGINEERS from the engineering 
department run tests on new equip- 
ment, prepare equipment  specifica- 
tions, and often select or recommend 
equipment to be used. They are in- 
terested in performance, overall econ- 
omy, and safety of any piece of equip- 
ment. In 


major companies the en- 


xineers are extremely important—— 


ranking with tool pushers in the 


selection of equipment. 
standardiza- 


field 


Some ¢ ompanies have 


tion committees which, after 


SUAR ANTES 


Exhibit 3—The above ad illustrates what can be done to get attention with the use of on: 
dramatic, strong-contrasting art technique is used. 


tests, add a piece of equipment to their 
standardized lists. This does not neces- 
sarily mean that a company will buy 
only this particular make of equip- 
that the field 
men may specify any one of a number 
which have 


passed the test of the standardization 


ment, but does mean 


of competitive makes 
committee. Many manufacturers, not 
familiar with this practice, may won- 
der why, after their products are put 
on the standardization list of a com- 
pany, they make no sales with that 
company. The fact that such stand- 
ardization has taken place affords an 
excellent opportunity for advertising 
and salesmanship if the manufacturer 
only knew it. 
PURCHASING AGENTs: All 


purchasing 


large 


companies have depart- 
ments which are, in effect, clearing 
houses through which orders for spe- 
cific makes and types of equipment 
move. These orders originate with the 
men in the operating department. 
However, the purchasing department 
may originate the orders for standard 
equipment such as pipe and fittings. 
In the case of the many smaller com- 
panies or independent operators, the 
owner of the company may himself 
be the purchasing agent without that 
title. But all who purchase oil field 


supplies are interested in first cost 


above all. They demand dependable 


deliveries, and convenience in ordering. 


MISSION FLUID END 
PISTONS 


GUARANTEE 





ately selects readers interested in slush pump parts and the heading, “Let This Pair Reduce 
Costs,’ appeals to their self-interest. The cross section illustration and body copy prove why. 


built up by stating wide use by ‘Thousands of Operators.” The closing paragraph on the rod | 
ends with a combination owner-benefit point and 
cost records and see how much less they cost you.” 
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No other business has such definite 
peculiarities in its buying practices. 
The men who have most to do with 
buying and specif yin g equipment 
often drive fifty to three hundred 
miles a day. They don’t often have 
the opportunity to rest back in a 
comfortable swivel chair to read 
leisurely. Consequently, they are not 
attracted to copy that does not im- 
mediately show an understanding of 
their problems and ways in which the 
idvertised product will benefit them 
When oil field men want a product, 
they want it right now. Hence, copy 
should tell a complete story making 
final decision possible. If the supply 
houses in the fields you are selling are 
well stocked, teil it in the ad. This 
fact will help get the order, because 
oil field men will not wait. 

The foregoing gives only a brief 
picture of the drilling division of the 
oil business. When equipment is sold 
to the producing, pipe line, and re- 
fining divisions, there is a different 
balance of buying influences which 
should be thoroughly understood by 
the copywriter. 

Advertising that is sure to be seen 
by these technical and practical oil 
nen, that is sure to be read, that is 
sure to be believed, that is sure to get 
favorable action, must use the follow- 
ing principles. These principles are 
capable of factual proof and are held 
n wide agreement by men who have 
been successful in advertising to, and 


selling, this 654 million dollar market. 


l. Illustration 


To be seen with an immediate fa- 
vorable reaction, an advertisement 
directed to drillers and producers of 
oil should have an illustration that 
shows that the creator of the ad is 
right up-to-the-minute in his knowl- 
edge of oil field problems. A well dig- 
ger knows a modern rig at a glance. 
He instinctively reacts favorably to an 
id with an illustration or a picture 
that is as alive as today. 

Newcomers on oil country copy 
isually feel that they cannot give 
their copy the “oil atmosphere” with- 
ut the use of an oil derrick photo- 
graph or drawing, yet a check through 
the pages of a typical oil publication 
hiled with advertisements of compa- 
nies long associated with the oil indus- 
try revealed that less than six per cent 
t the advertisements contained a re- 
production of a derrick, and in every 
me of the advertisements which did 







2 Reasons Why 


MISSION 





SLUSH PUMP VALVES 


Cost Far Less to lse 
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thang: Heshings whee 


themagr Mission 








Note the close tie-up between heading, illustration and body copy. The heading, "2 Reasons 
Why Mission Slush Pump Valves Cost Far Less to Use," is an owner-benefit type heading. 
The two hands present the parts that are the two reasons. Copy explains the two reasons 
fully, ends with a guarantee, and suggests ‘Try Mission Slush Pump Valves in Your Pumps’ 


show a derrick, the derrick was only 
incidental to the general picture. 

Pictures of the product in use and 
doing its part in digging a well or 
lifting oil give the advertisement 
human interest and believability. They 
are convincing proof, as the camera 
cannot lie. To convey confidence the 
picture must draw attention not to 
itself as an “arty” picture, but to the 
usefulness of the product. Your oil 
field prospect isn’t looking through 
his oil publications for art and aesthet- 
ic values. He is looking for ways to 
help him solve his very pressing oil 
field problems; specialized problems 
not comparable to any other market’s. 
The picture must be interesting and 
informative, not distorted or overly 
dramatized. It must be in good taste 
like the suit of a well-dressed business 
man, not accented like the flashy 
clothes of a ham actor which draw 
the kind of attention too many ads 
get. 

Note the picture in Exhibit 1. The 
man holding the bit is recognized as 
a typical roughneck. His skullguard 
and safety shoes are among the indi- 
cations that he is employed by a pro- 
gressive company. The insert of the 
bit shows the cross roller design and 
other features recognizable by drillers 


everywhere as Reed. 


2. Headlines 


To assist the main illustrations in 
getting attention, and to induce the 


reader to read the body copy, the 


INDUSTRIAL MARKETING, September, 1941 


headline must appeal to his self-inter 
est.. It must reflect a true under 
standing of a definite oil field problem 
and show wherein the equipment of 
fered solves that problem, so that the 
tool pusher will say, ‘“That is just what 
I’ve been looking for.” 

Example: Note the headline in Ex 
hibit 2: 

MISSION Super-Surfaced PISTON 


RODS 
DOUBLE SAVINGS 


From TWO WEARING SURFACES 


This headline appeals immediately 
to the oil field man’s self interest. It 
ties in perfectly with the illustration 
which is an actual photograph of a 
cross section of the rod. The copy 
ties up exactly with illustration and 
headline by explaining the good qual- 
ities of each of the two wearing sur- 
faces and the benefits to user from 
each. This ad is a perfect example 
of unity of illustration, headline and 
Copy. 

This type of headline is more dith- 
cult to write than the metaphorical 
or clever type which startles the reader 
but offers him no inducement to read 
the serious part of the sales message. 
It takes field knowledge on the part of 
a copywriter who knows the thinking 
processes of oil field men to have the 
attention-getting part of the message 
ring with sincerity and a promise of 
real help in solving their problems. 
should 


The strongest user-benefit 


(Continued on Page 106) 
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By GALEN SNOW 


President, Snow, Bates & Orme, Inc., 


Springfield, Mass. 


Exclusive Data Features Greenfields 
Defense Aduertising 


Campaign provides hitherto unpublished information 


to aid in the buying and use of metal cutting tools 


@ THE FACT that it seems neces- 
sary for advertising men and adver- 
tising publications to devote so much 
breath and space respectively to the 
importance of advertising in an over- 
sold market is uncomfortably sig- 
nificant. It is too evidently a con- 
scious or unconscious recognition of 
the fact that those of us in the adver- 
tising business have not done so 
thorough a job of explaining the whole 
function of advertising as we have 
wished to do. 

Hence, I was heartened to receive a 
letter the other day from an advertis 
ing publication from which I quote: 
“We intend to run a series of articles 
on the function of advertising in an 
oversold market.” It was encouraging 
to read “function” instead of “need.” 
Enough having been written as to why 
manufacturers should advertise when 
they are oversold, this little article 
will ittempt to limit itself to the story 
of how one company is advertising un- 
der those conditions. After all, the 
fact that this company is advertising 
at all is a complete answer to the 
question as to whether or not adver 
tising in an oversold market pays. It 
does—at least, insofar as they are 
concerned 

The company in question is the 
Greenfield Tap & Die Corporation, 
manufacturer of industrial small 


tools, especially thread cutting tools. 


' ; 
Since this company s market 1S the 
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metal working industry, it 1s quite 


obvious that the national defense pro- 
gram has put it in a definitely ‘‘over- 
sold” condition. Not only has the de- 
fense program tremendously increased 
the demand for the products it manu- 
factures, but its needs are so pressing 
that at the present time probably 
ninety-five per cent of the company’s 
output has to be distributed on priori- 
ties. Thus, many ordinary commercial 
customers are not only obliged to wait 
for a longer period than usual to get 
their orders filled, but often there is 
the disagreeable task of telling them 
their orders cannot be filled at all. 

In studying the advertising problem 
which this situation created, it seemed 
that the “soft words” which are sup- 
posed to turn away wrath would 
hardly apply, and the use of advertis- 
ing space to tell customers and pros- 
pects to be patient and understanding 
was a long way from being a satisfac- 
tory solution. To suspend advertising 
was not to be thought of in view of 
the fact that all metal working indus- 
tries are experiencing a tremendous 
influx of new individuals in both ex- 
ecutive and mechanical positions. The 
daily salesmen’s reports alone indicate 
that all over the country new “Pha- 
raohs” are arising, and Greenfield 
hasn’t the smallest intention of finding 
itself an unknown Joseph when the 
present situation comes to an end. In 


some way the company felt it had to 
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create a favorable impression on these 
new Pharaohs—the kind of an impres- 
sion which could scarcely be created 
by smugly asking them to be patient 
and maybe sometime, some year, they 
could get their orders filled. 

Analysis disclosed that even those 
companies not engaged in war work, 
and consequently unable to invoke 
priorities to assure themselves deliv 
ery of small tools, had some tools in 
stock. Also, supply houses scattered 
throughout the country contained 
some stocks of small tools, being rap- 
idly drawn on, to be sure, but still in 
existence. 

And so it was decided to capitalize, 
so to speak, on the very fact that there 
were shortages—actual and impending 
—of taps, dies, drills, and other tools 
Inasmuch as nothing much could be 
done about the shortage itself, it was 
an casy step to the decision to do the 
next best thing ; to show tool users and 
prospective buyers ways in which they 
could get greater service from the lim 
ited quantity of tools at their present 
disposal. 

Even companies engaged in defense 
work are experiencing either actual 
shortages of taps, dies, Cte... OF slowing 
down of deliveries due to the tre 
mendous volume of orders being placed 
with the few manufacturers of thes« 
items. 

Reflection thus indicated that any 
thing which the company could do to 
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1elp defense manufacturers get great- 
er production from their tools would 
be a contribution to National Defense 
generally, as well as a direct service to 
the individual companies engaged in 
jefense contracts. Out of this reason- 
ing developed the series of advertise- 
nents which the company is now 
publishing. 

The series contains definite technical 
nformation, some of which has never 
before been presented to buyers, even 
by the company’s own engineers. Its 
purpose is to perform a service for the 
isers of tools along two different 
nes: 

First: By helping them to place 
their orders in such a way that they 
can be filled promptly. (The impor- 
tance of this will be appreciated once 

is understood that a very large pro- 
portion of threading tools in common 
use today are “special’’ in one way or 
nother. In other words, they are 

ide to order for the job in hand. 
\s these are precision tools, instruc- 

1s on orders must be very clear and 
precise, or endless additional corre- 
spondence will ensue, with correspond- 
ig delay, plus the danger that the 
tools will not be manufactured ac- 
cording to the buyers’ wishes. ) 

Second: By spreading helpful sug- 
gestions on the use of the tools once 
ey are put to work, so that greater 
duction will be obtained from 
m. 
[he general content of the adver- 
ements can be imagined from the 
lowing headlines of the first few of 

series which have been published: 

Hole Hints for Tappers” 

Make Your Taps Last Longer” 

14 Points on Special Taps” 

lapping Trouble?” 

Call "Em Right” 
Every advertisement is specific. For 
mple, one headed ‘““Make Your Taps 
t Longer” is devoted to the use of 
proper tapping lubricant and lists 
ven successful lubricants for six- 
n commonly used ferrous and non- 
rous materials, plus ten different 
ys of steel—a total of twenty-six 
terials. The one headed “Call "Em 
she” correctly defines seventeen dif - 
ent parts of a tap. No tool sales- 
1 who has ever tried to find out 
m a customer how special taps were 
de up, would need to debate the 
© of having the customer know 
it he is talking about when he uses 
1 terms as “flutes,” “heels,” 
nds,” “radial,” “relief,” etc. 


ich advertisement in the series 


Presenting practical information which has 
never before been made public to buyers, 
even by the company's own engineers, this 
series of pages now running in industrial 
papers is designed to help buyers of Green- 
field taps place their orders in such a 
manner that they may be filled promptly 
and to assist the user get greater produc- 
tion from taps no matter what make they are 


carries a small box containing the fol- 


lowing statement: 


This is one of a series of ad- 
vertisements published by Green- 
field Tap & Die Corporation to 
help users get greater production 
from their small tools in these 
critical times, through making 


useful facts more widely known. 


It is perhaps worth noting that if 
altruism is a virtue, in this case it has 
been carried to the Nth degree, for 
every bit of information contained in 
this series of advertisements applies 
with equal force to the products of 
any manufacturer of small tools, and 
the user can put the information to use 
advantageously regardless of whether 
he is purchasing his tools from Green- 


held or from a competitor. 


The advertisements have already 
aroused unusual interest and the com- 
pany plans to accede to various re- 
quests to reprint the entire series in 
convenient form for permanent use. 

Comments received also indicate 
that the “altruism” behind the series is 
turning out to be “enlightened selfish- 
ness.” Even the business publications 
in which the series is appearing are due 
to win, as they will probably find that 
for some time to come it will not be 
necessary to try to prove to this par- 
ticular advertiser that subscribers read 
their advertising pages carefully. 
There’s too much favorable evidence 
on the point! 

Of course, this particular answer to 
the question of “What Should Be the 
Function of Advertising on Oversold 
Markets” is not a solution for every 
company. Each, of course, must an- 
alyze its own situation and develop 
its own plan. It is desirable, not only 
from a selfish, but from a patriotic 
point of view, that companies do what 
they can to maintain their position 
and their prestige. If a manufacturer 
can perform a service at the same time, 
he “keeps his name before the pub- 
lic.” So much the better. A practical 
and useful solution exists in almost 
every instance. Study and digging will 
develop it, but it requires real study 


and real digging. 
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By HAROLD F. MARSHALL 


Advertising and Assistant Sales Manager, 


Warren Webster & Company, Camden, N. J. 


Webster Advertising Goes to Bat 
for Steam Heating 


Educational selling job built around theme, "STEAM 


Heats America,” gets support of leading engineers 


@ THERE weren't any Gallup sur- 
veys thirty or forty years ago. But, 
if one had been made on the subject 
of heating it would have shown that 
nearly everyone in the heating and 
building industries was keenly aware 
of all the peculiar and pertinent ad- 
vantages of low pressure steam for 
heating. 

Those were the days when the late 
Warren Webster, founder of our com- 
pany, pioneered the principle of vacu 
um steam heating which later became 
almost universal for the heating of 
larger buildings. 

In recent years, however, automatic 
fuel burning apparatus—stokers, gas 
burners, and particularly oil burners 

have enjoy eda phenomenal dev elop 
ment and have been the subject of an 
enormous expenditure tor advertising 
and sales promotion. 

The automatic fuel people have 
dealt with only part of the heating 
problem—the combustion of fuel and 
its conversion into heat. How the 
heat is distributed from the point of 
its generation to the point of its effec- 
tive use has scarcely concerned them at 
all. It made little difference to them 
whether steam, hot water, or hot air 
was used to distribute the heat and any 
discussion of heat distribution has been 
1 “headache” to be avoided. 

Then the phrase “air conditioning” 
flashed across the building horizon. 
Unfortunately, the term has been ap- 


plied not only to frue air conditioning 


26 


but also to all sorts of make-shifts for 
heat distribution. 

Here was a definite gap in the educa- 
tion of the public about heating. 
There was excessive attention to the 
combustion portion and insufficient at- 


tention to the vitally important dis- 








tribution phase of the heating picture. 

Now, like anyone else in the field, 
we know that the production of heat 
is only part of the heating job. We 
know that putting heat where you 
want it, when you want it, is the big 
job—the job that modern steam heat- 


STEAM Heats 








At the left are shown two of the consulting engineer advertisements in the Warren Webster 
campaign promoting steam heating, in which these experts in the field tell why they de- 
sign and specify modern steam heating systems. At the right is one of the company's famous 
“Performance Facts’ stories about the results of Webster heating modernization, showing 
how the "STEAM Heats America” oval featured throughout the campaign is also tied into 
this copy. The design and slogan are used on all literature, shipping labels, and forms 
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REE stories, thirty stories, one Steam is the pref 4 
hundred stones . rditioned buildings because of 
Forty rooms, one hundred reoms, one “"* lose control. Where sir condition 


thousand rooms. steam heating 
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heating medium Moderator System, steam was either “off™ 


on 





To achieve low radiator temperatures, 
the Webster Moderator System uses the 
principle of turbulence . . 
into radiators at high velocity. Thus, 
instead of 212°, the average surface tem 
perature of the radiator is 185° or 150 
= even as low as 90", depending on the 
need for heat. Changes in the rate of 
steam supply and the rate of turbulence 


metering steam 


vary the heat dehvered from each radiator 
With the Webster Moderator System, 
radiator temperatures are “Controlled 
by the Weather" A Webster Outdoor 
Thermostat actuates a central control 
wtech speeds up the delivery of heat when 
the outdoor temperature falls and slows 
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radiator receives its proper share of heat 

The Webster Moderator System per 
mits shut-off of heat to individual radi 
ators without unbalancing circulation 
Shut off a single room or an entire floor 
and the system automatically compen 
sates for the decreased demand 

The Webster Moderator System de 
livers adequate heat for the coldest day 
with a minimum amount of radiation be 
cause steam permits maximum radiator 


surface temperatures 


The lessons learned in more than 75.000 
Webster Steam Heating installations have 
been used to make the Webster Moderator 
System the highest expression of comfort 
and economy in heating 
Steam heats the most modern burldings 
in America today and it is no surprise to 
find modern Webster Moderater Systems 
in a preponderant number of these fine 
new buildings. In new buildings of almost 
every type—apartments, hotels, office 
buildings, hoepitals—steam controlled by 
the Webster Moderator System assures 


Controlled By The-Weather comfort 
and makes heating dollars go further 
Every day more and more existing 
buildings are securing the advantages and 
economies of modern steam heat with 


down the delivery when the 


except for the control provided perature cwses 


“Control by-the Weather 


mented either by convenient, ce 











The Webster Moderator System is safe 
Should a leak develop, it is usually a leak 


of air into the system and not a source of 






danger or damage 
is rarely more than two p 


in ounces 


. 
The Webster Moderator System is built 


afound all of the natural advantages of 
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higher and higher Geer to act mined with cir Sem an early morning hours and for the Webster Moderator System 1 
room or another floor. Disease heat ' . 
Andowith the addit of each Goos i eating, dreds of cases modernization has paid 
germs or lntchen odors are not transferred 
height—and each foot in width —heat inesdeniehnnatiien lite The Webster Moderator System is itself in four years or less out of savings 
dustribution became more and more @ tailor-made” for the building in which eflected 
oie - Local conditions may determine the it is installed. One floor can be heated Figured as on investment the 
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hecking and re-checking taught America p.sods the finest heating service in the than any other building improveme 
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end the Watt counemiesl masthead for best — steam dehvered to radiators 
distribution is stea a Stew eteam hes teen harncserd ond It is low in first cost as well as in oper~ Before deciding on a new building 
Steam made practicable the building of Before the development of the Webster brought under complete control ating cost. It allows use of small radi- before modernizing an old building —let 
. can - ry 4* s ators because of high maximum surface ys give you facts and figures on modern 
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ous weight than any other heating medium j ; a So “es The Webster Moderator System per. and why today's highest expression of com 
. “he hot” radiators by making possible low 
4 ) “ mits use of low cost risers for heating fort and economy in heating the Web 
Steam meets the ecor speafica ; foal radiator temperatures and (2) ehmunates . ‘ 
he oF i for office use with concealed Webster bathrooms, kitchens and small rooms and  gter Moderator System—is now available 
wi ot -eoabenty annoying surges of heat by supplying heat . . 
ng projects because it combanes bo System Radiators. The balancing is ™#*** posible » ed return ot very little more than the cost of « 
sf continuously to all radiators ° acd 
mt, low operating cost done when the Webster Moderator Sys perated urdinary heating system. Write us 
comfort With these two developments —low tem is installed. The distance of each Sevices for tron 
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The key piece in the "STEAM Heats America’ campaign now 


“Controlled-by-the-Weather”’ 





being run by Warren Webster & Co. is this double-page spread which sets 


forth all the factual advantages of steam as a heating medium. It has appeared in heating trade publications, building management papers, 
and other business papers going into special fields. Four mailing pieces also have been made using this basic material as the inside spread 
and enclosing suitable return cards for use of heating contractors, consulting engineers, building engineers and owners of large buildings 


ing performs best for many buildings. 

Steam heating had for many years 
been taken for granted. Certain im- 
provements in hot water heating had 
been called to the attention of the pub- 
lic. These improvements were de- 
signed for certain types of buildings 
ind were by no means universally ap- 
plicable. On the other hand, no one 
had dramatized the remarkable im- 
provements in steam heating—such as 
(1) outdoor thermostats to regulate 
inside temperatures automatically with 
every change in outdoor weather con- 
ditions; and (2) orifices in radiator 
supply valves to make possible radiator 
temperatures as low as ninety degrees 
with continuous heat delivery. 

That is why we decided to go to bat 
tor steam heating. 

We thought of getting other manu- 
tacturers with the same interests to 
cooperate in an association campaign. 
But, we concluded that rather than go 
nto the inevitable discussion and loss 
of time we would develop our own 
Campaign, with the thought that other 
manufacturers could link up with our 
promotion as they saw fit. 

The position of Warren Webster & 
Company in the heating industry made 
t logical for us to take the lead in 
this promotion campaign for steam. 
Nearly a million buildings are equipped 
vith Webster Systems of Steam Heat- 
ng. The number of Webster Ther- 


mostatic Radiator Traps in service is 


now numbered in millions of units. 

“STEAM Heats America” is the slo- 
gan that we adopted to keynote the 
new campaign. It is appropriate to 
say that “STEAM Heats America” be- 
cause steam has proven itself for the 
past fifty years to be the practicable 
method for the distribution of heat in 
America’s larger buildings. It is not 
over-stating the case to say that steam 
made the skyscraper possible because 
heat with 


space and with much less weight than 


steam delivers much less 
any other heating medium. 

As a first step in the development of 
the campaign, we started to collect 
from our own Webster representatives 
and their customers all the arguments 
in favor of steam, all the arguments 
against steam, all the misconceptions 
about steam. On these we built the 
case for “STEAM Heats America.” 

Our emphasis in the campaign is 
first on steam and then on Webster 
equipment. You might say that we 
developed the formula, “four 


Steam, one part Webster Equipment,” 


parts 


as a guide in all of our thinking and 
planning. 

We began feeding the information 
about steam back to our own organi- 
zation by imprinting salient phrases 
at the bottom of our inter-office let- 
terheads and by incorporating the 
“STEAM Heats America” oval in our 
literature and inter-or ganization 
forms. 
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We released the first publication ad- 
vertising in the campaign as a double- 
page spread in color in the heating 
trade publications, the building man- 
agement publications, and other mag- 
azines going into special fields. It 
has appeared in Heating & Ventilat- 
ing; Heating, Piping Air Condition- 
ing; Plumbing @ Heating Business; 
Official Bulletin; N.D.H.A. Bulletin; 
Power; and Skyscraper Management. 
It is scheduled to appear in the next 
few months in Buildings & Building 
Management; American School Board 
Journal; Nation’s Schools; Modern 
Hospital, and Hospital Management. 

In our direct mail advertising, we 
have sent mailing pieces into a number 
of different fields, including consult- 
ing engineers, architects, heating con- 
tractors, and building owners. 

The reaction to this advertising was 
immediate and encouraging. First of 
all, our own men took up the story. 
They got a new slant on the competi- 
tion of other forms of heat distribu- 
tion. Our older customers among the 
heating contractors picked up the ar- 
guments for steam and began to use 
them successfully with their custom- 
ers, the building owners. 

We were particularly pleased with 
the reaction of leading consulting en- 
gineers, who told us that our promo- 
tion for steam parallels their efforts in 
working with their clients. 

(Continued on Page 102) 
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Bucyrus-Eries Four-Purpese Campaign 


@ IN ADDITION to any general 
ittention value and good will building 
that may be inherent in pointing out 
how Bucyrus-Erie machines are play 
ng a part in the defense effort, we 
wanted to do four things in our new 


campaign just launched. 


The first objective was to empha 
size that almost every excavating job 
i detense job, and that every defense 
ob depends on excavation somewhere 
ilong the line We have always felt 
hat the industry of which we're a 
was fundamental to our modern 
vilization ? belief interesting to us, 
probably not to the general pub 

" Today, 


however, with publ c no- 


ce concentrated so heavily on defense, 


the basic nature of excavation does 
' 

ive wide genera nterest Conse 

tiv, we wW ted to take the oppor 





By D. B. REED, JR. 


Publicity Department, Bucyrus-Erie 
Company, South Milwaukee, Wis. 


tunity to tell our story as dramatically 
is possible. 

The second purpose was to point 
yut that the “quality” design and con- 
struction that result in low-cost per- 
formance with Bucyrus-Eries in peace 
time, also result in the ruggedness, 
power and speed necessary for efficient 
handling of rush emergency work. 
This we tried to do “quickly”—a quo- 
tation from a superintendent in the 
Marine ad; the million-yard-a-month 
output in the Battleship one; the 
choice of more Bucyrus-Eries for min- 
I 


ing iron ore; the average of 1,700 


\ irds stripped pe! shift in the quick- 


s lver id. 
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Front cover and selection of pages from a brochure reproducing nine bleed color ads which form a special campaign for Bucyrus-Erie 
wompany to register the importance of excavating equipment in the defense program and create interest among future buyers. 
campaign was merchandised to the sales and distributor organizations by sending them copies and offering extras for personal distribution 


The third purpose was to explain 
by implication, why we might not b 
able to make deliveries as fast as 
normal times. This was not done d 
rectly because we did not want 
hang up a “sold out” sign that woul 
discourage inquiries for those machin 
on which we still could make goo 
deliveries. We felt that these adve 
tisements might linger in a prospect 
mind as a “reason why” if he could 
get the delivery he wanted—and 
they didn’t linger, our salesman cot 
still use them in explanation. 

The fourth purpose of the camp 
was an effort to get dirt-movers 
plan now to include Bucyrus-Erie n 
chines in their future equipment 
up. Advance ordering may not 
entirely practical under priority ¢ 

(Continued on Page 104) 
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By LESLIE CHILDS 


Attorney-at-Law, Indianapolis 


Acceptance of Delivery a4 Waiver of 
Damages for Delay 


When delayed deliveries are such a common matter 
as of today, it is well to know legal points involved 


@ ORDINARILY, the acceptance of 
machinery will not constitute a wai- 
er of the right of the buyer to dam- 
iges resulting from delay in delivery 
bevond the time set in the contract. 
And here the buyer may have his ac- 
tion against the seller for such loss as 
1¢ can show directly resulted from the 
delay. 

On the other hand, where the con- 
tract of sale provides that acceptance 
shall constitute a waiver of claims of 
this kind it will usually mean what it 
says. Consequently, the acceptance 
t a delayed shipment by the buyer 
ay relieve the buyer from liability 
tor loss caused by the delay. 

\ nice point, this, for both buyers 
nd sellers of industrial machinery and 

juipment to have in mind when con- 

tracts are being entered into. And 
s an illustration of judicial reasening 
hereon the following case may be re- 
iewed with profit. 


Machinery Ordered for 
Timely Delivery 


Here the defendant, a manufac- 
iring company, was in need of cer- 
in machinery and equipment for use 
its plant not later than a certain 
te. It therefore contracted with the 
laintiff for the purchase of this ma- 
hinery, and the contract specified de- 
ivery on or before July 1, “unless de- 
ved by unavoidable accidents or la- 
strikes,” 

» the above stipulation, the contract 


However, in addition 


cited: 


‘The acceptance of this machinery, 


when delivered, is understood to con- 
stitute a waiver of all claims for dam- 
ages, by reason of any delay.” 

All right. 

Following this, the plaintiff failed 
to make delivery until several months 
after the time provided for in the con- 
tract. And, it appears, this delay was 
not caused by any unavoidable acci- 
dent or labor strikes. The defendant 
during this time was urging delivery, 
and when the machinery did finally ar- 
rive it was accepted and installed for 
use in defendant’s plant. 

However, when plaintiff presented 
its final bill, the defendant refused to 
pay it and sought to offset it by a 
counterclaim for damages in the sum 
of $21,000, which defendant claimed 
to have suffered by the delay in deliv- 
ery. Plaintiff declined to consider this 
claim, and pointed to the contract pro- 
vision that acceptance should consti- 
tute a waiver of all claims for dam- 
ages by reason of delay. 

In reply to this, defendant contend- 
ed that the word “acceptance” in the 
stipulation implied a delivery that 
was satisfactory; further, defendant 
claimed the stipulation was void be- 
cause of lack of consideration. The 
dispute culminated in the plaintiff 
bringing suit for the balance alleged 
to be due. 

Upon the trial, the lower court held 
the provision in question meant just 
what it said, and by accepting the 
machinery the defendant had waived 
its right to claim damages for the 
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delay in delivery. Judgment for plain- 
tiff followed for the balance due. The 
defendant appealed, and the higher 
court in reviewing the record and in 
affirming the judgment, reasoned, as 
follows: 

Reasoning of the Court 

“The object of this waiver provi- 
sion in the agreement is plain; and 
it is expressed in terms which are not, 
as we believe, open to misunderstand- 
ing. The executory contract is posi- 
tive and definite to deliver the ma- 
chinery for the plant on or before 
July 1, ‘unless delayed by unavoidable 
accidents or labor strikes.’ In the 
event of failure to perform, the de- 
fendant was entitled thereunder to 
recover damages for the breach, un- 
affected by the waiver clause, except 
upon its exercise of the option to take 
the machinery notwithstanding the 
delay. 

“Under the general rule, in the ab- 
sence of other agreement, the pur- 
chaser may elect either to receive the 
goods so delayed in delivery, or to re- 
ject them, and may sue for the breach 
in either case, unless the goods are 
accepted under circumstances which 
amount to discharge of the contract 
or waiver of the default. 

“The waiver clause referred to is 
an express provision for that contin- 
gency—'the acceptance of this ma- 
chinery, when delivered, is understood 
to constitute a waiver,’ and surely the 
parties may thus agree upon the mean 

(Continued on Page 98) 
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Two types of publication copy being used in the new Crane Co. campaign. The one at the left appears in industrial papers and is designed 
to merchandise the new information service for shop men now being offered in pictorial bulletins and through salesmen's contacts. The page 
at the right is one of those appearing in publications reaching top management. In addition to pointing out the importance of valves in produc- 
tion of defense materials, the copy also directs attention to the practical bulletins offered to men responsible for maintaining piping systems 


Shop Bulletins for Maintenance Men 
Offered by Crane Ca. 


New campaign using business papers, literature, and 


sales force will capture good will through service 


@ IN THESE TIMES of unusual de 
mands upon industry, the advertising 
department as well as the manufactur 
ing department is faced with many 
new problems. But thanks to the 
present broader viewpoint of manage- 
ment, the shortsightedness of many 
companies during World War I is ab 
sent today. Thus we find in the adver- 
tising pages of business papers today 
many examples of how industry is 
trying to retam i=i1ts position with 
customers even though all materials 
may not be immediately available. 
The ways in which advertisers con- 
tinue to address industrial buyers are 


many ind to a great extent dependent 
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By W. LANE WITT 


Manager, Valve and Fitting Adver- 
tising, Crane Co., Chicago 


upon the problems in each case. Ob- 
viously, however, a way which offers 
the user something more tangible than 
a discourse on the “founder’s whiskers” 
is that which will be most beneficial 
to both the user and the advertiser. 
Facing reality, one is confronted 
with the fact that the user of a prod- 
uct is primarily interested in how he 
can get it. But he can be pacified at 
least with knowledge of how he can 
get better service from those products 
he already has, when other circum- 








stances prevent the maker from sup 


plying new products in sufficient 
quantities. It is on this premise th 


Crane Co., in codperation with it 


agency, The Buchen Company, started 


the planning of a program design¢ 
not alone to sell the company as 
institution, but what the compan 
can do for users of piping materia! 

Looking at the matter from tl 
users’ point of view it was obviot 
that they were faced with two bas 
problems insofar as piping equipme: 
was concerned. 

First, how to get along without i: 
terruptions due to piping troubl 


how to guard against troubles 
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spread of a six-page bulletin for shop men giving practical suggestions on maintenance of piping and valves which is the first of a series now being featured by 
im Co., in business paper copy. While the various pointers are simple as ABC, the ends achieved by following the advice are those sought by all management—more 
mM operation, fewer interruptions, longer life from existing equipment. A route slip included in the cover design, covering superintendents, maintenance foremen, 
executives the kind of helpful information Crane Co. is providing for the man on the job 


mechan 


making new installations or changes 
in existing lines; and how to correct 
them when they have appeared. 

how to train 


Second, men 


quickly and effectively; how to pre- 


new 


vent abuses due to ignorance or lack 
of experience; how to conserve pres- 
ent equipment and make it last longer 
‘ven in the face of peak operating 
conditions. 

If it were possible to align our ad- 
vertising with these needs and inter- 
ests of customers, it seemed that such 
would build good 
more surely than would any type of 
advertising which 
conceived solely as an explanation of 


idy ertising will 


institutional was 


Crane’s contribution to defense or 
some of the other general ideas which 
appear frequently in industrial adver- 
tising today. 

The basic theme of this program is 
to help the users of valves and piping 
installations—help them get the best 
possible service from that equipment 
—help them prevent interruptions in 
the 


many new men in industry to service 


production — help them train 
and maintain piping equipment more 
efhciently. 

[he Crane program has been built 
to be of direct assistance to the sales 
organization in its contacts with cus- 
tomers and prospects. It includes, 
therefore, three major elements: 

|. A campaign of magazine adver- 

sements aimed at management and 
operating personnel designed to em- 


phasize what Crane can do for them 


and other interested persons, brings to the attention of these 


PING POINTERS TO KEEP EQUIPMENT ON THE JOB! 


and their staffs in overcoming some of 
their current production problems. 

2. A series of bulletins for use in 
the plants of customers giving prac- 
tical, down-to-earth information for 
the guidance of operating staffs, main- 
tenance men or others whose respon- 
sibility includes the proper functioning 
of piping. 

These bulletins 
brow nor highly technical. They are 
designed to help the man who actually 
wields a wrench out in the plant, as 


are neither high- 


well as the foreman or others who su- 
They are intended for 
posting on shop bulletin boards or 


pervise him. 


store room walls, or for handing out 
to individual workers. 

The first of these bulletins, repro- 
contains a number of 
and how-nof-to-do-it 
tips on handling valves and fittings. 
Others 


proper 


duced here, 


how -to-do-it 
such subjects as 


will cover 


locating of valves in_ lines, 
practical guides to the proper valve 
to use in various installations, simple 
ways to eliminate common troubles in 
piping systems, etc. 

3. The third part of the program 
embraces a complete presentation of 
the program to the sales organization 
together with how 


suggestions on 


salesmen can use the bulletins effec- 
tively in their contacts with customers 
and prospects. 

Thus the Crane program employs 
every practical means — publication 
advertising, printed material, and per- 


sonal contact to emphasize the extent 


to which Crane Co. will go to be of 
service to its customers. The program 
represents an unselfish desire to help 
valve users at a time when peak pro- 
duction is putting unusual demands 
upon valves and allied equipment. It 
employs magazine advertising to mer- 
chandise such help, bulletins to carry 
the help down to the places where it 
is needed, sales contacts to capitalize 
upon the good will created by this 
unselfish practical program. 

As to the results of the new pro- 
gram, it is too early to form definite 
conclusions, but the fact that it has 
been necessary the 
bulletin, because of the demand, is at 
Of satisfaction also 


to reprint first 


least indicative. 


is the which the sales force 
has taken hold of this new program, 
a considerable number of them having 
that bulletins be 


issued to 


way in 


requested future 


mailed as customers and 
prospects. Many comments, too, have 
been received from plant operating 
men, indicating that they have found 
the first bulletin quite satisfactory in 
answering the problems experienced in 
handling piping in the plant—and al- 
most invariably, they have asked for 
subsequent bulletins. 

In the first ad offering these bulle- 
the page is 
large size, about two thirds of the 


tins, front featured in 
depth of the space, and a miniature 
view of the inside spread gives the 
reader some idea of the practical na- 
ture of its contents to heighten inter- 


(Continued on page 111) 
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@ AS POINTED OUT in the pre 
ceding irticle, internal or employe 
house organs are generally of a higher 
quality in ippearance than those 
which were classified as sales house 
organs, iltchough the publications di 
rected specifically to the sales pet 
sonnel really form a section of the 
internal classification 

[The reason for more care being 
used in the preparation and produc 
tion of these publications may be the 
same as in the case of external house 
public itions they have a sales job to 
do and the better physical appearance 
is needed to gain the desired attention 

Seventy-five of the 329 house or 
gans in INDUSTRIAL MARKETING’S sur- 
vey are classified as employe or inter 
nal house organs. Most of them are 
of the magazine type, printed on coat 
ed stock, many with attractive covers, 
ind generously illustrated with half- 
tones 
Their Purpose 

The prime purpose of the internal 
or employe house organ is to keep the 
employes informed as to company ac- 
tivities, its policies, and to create a 
“family” or coéperative spirit among 
them. Some of the editors of the pub 
lications imcluded in this division of 
the survey state the principal func 
tion or objective of their papers as 
follows: 

Education regarding the company. 
Keeping employes in touch with each 
othe 3 

Drawing individuals into close 
touch with one another and with the 
company.” 

Acquainting our people with their 
company 


Stimulation and good will.” 


Help emploves become icquainted 





Survey of seventy-five employe publications shows 
advertising department does large share of the work 


Emntoye Hause Ongans--Houw and Why 
They are Published 












with each other and with the many- 
sided activities of their company.” 

“Create loyalty and interest in work 
and give information data on prod- 
ucts we manufacture.” 

‘To promote sound employer-em- 
ploye relationship, stimulate SUZ Zes- 
tions, give information on company 
policies.” 

“To help every employe realize that 
he, himself, is part of management in 
the final analysis.” 

“To instill good will with the hu- 
man things about our business.” 

"To create a closer relationship be- 
tween various departments of the 
company, its subdivisions and branch 
offices; to record achievements of the 
whole organization, each of its parts, 
and individuals; to bring about great 
er appreciation of our responsibilities 
and association; to act as a running 


history of the company.” 





“IM” to Give Cup for 

Best Use of House Organs 
ONE of the thirteen special 
rwards to the Fifty Direct 
Mail Leaders of 1941 wil! be 
t cup donated by Industrial 
Marketing for the ‘best cam- 
paign including the most ef- 
ctive use of house organs 
internal ind/or external.” 
Awards will be announced 
and presented at the annual 

nvention of the Direct Mail 


Advertising Association to be 


held in Montreal, Canada, 
Oct. 8-] Entries must be 
nade on or before Sept. 19. 
romplete details of the con 
test and entry blanks ry be 
had | 1ddressing the ass 

‘iation at East 42nd St 

Ne York 
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“Dissemination of company news 
and athletic association activities.” 

“To promove the employe associa- 
tion.” 

“To afford a place for company 
messages.” 

“Sponsor good fellowship; act as 
inspirational source.” 

“News of men in the shop is chief 
tool for creation of good will plus 
extensive use of pictures in the pub 
lication.” 

“To record social, family, and com 
pany eV ents; present message on com- 
pany and safety.” 


“A medium to weld social, sport, 





and other activities of employes—pro 
mote family spirit.” 

“To promote greater comradeship 
and develop a greater interest in ou! 
common activities.” 

“Promote plant morale.” 

“One objective of our organ is to 
lead the employes into thinking about 
their part in and duties toward the 
organization. We bought a program 
for this purpose in which the first 
three pages are prepared and printed 
by an outside company specializing in 
this kind of material. We merely 
print our heading on the front page 
and get the material for the last page 
We were anxious to start something 
and felt this method would enable us 
to get going without taxing anyone's 


time.” 


Their Achievements 

How successful employe house o1 
gans have been in achieving their put 
poses may be summarized in three 
divisions, according to the comment 
of their editors: 34 per cent hav 
been very good or outstanding; 4 
per cent have been good; and 26 px 


cent have been fair. Specifically, th 
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evaluations of some are as follows: 

“Frequent comments from readers 
ndicate good reception.” 

“Well accepted by employes.” 

‘We judge the success by the fact 
that each issue is eagerly awaited.” 

“Very successful. Received with 
much local interest and is frequently 
juoted to back up arguments in 
lunch-time conversations.” 

“Well received by employes; extra 
copies requested; many employes take 
copies home; management feels book 

doing good job.” 

“Very—you should hear the howls 
f an issue is late.” 

‘Believe it has helped to foster what 
known as the — Spirit.” 

‘Very much in demand by em- 
ployes, they all want it, but it is hard 
to get them to contribute.” 

“Very successful in every manner.” 

‘Has contributed materially to bet- 
ter feeling along with other allied ac- 
vities.”” 

“So successful it is being enlarged 
nd will carry 50 per cent more en- 
sravings.”” 

“We have never found a single copy 
liscarded or thrown away in shop or 
ker rooms. Extra copies are in 
lemand.” 

“Very successful! Twenty-seven 
urs of publication attest to this 
ct.” (The Norton Spirit. ) 

‘The fact that it has been published 
4 twenty-three years, twelve issues 
ch year, speaks for itself.”” (The Ex- 
ess Messenger. ) 

‘Has helped materially in building 


nploye morale and understanding.” 
Their Age 

Seventy per cent of the employe 
use Organs in this survey have been 


tablished since 1930, the period in 


hich employe relations has become 


IRCLE 


, THE ¢ 


SOco 


a matter of major concern with most 
companies. Fifty-two per cent of these 
publications were born within the last 
five years, which might indicate the 
value placed on them as part of the 
vast amount of personnel relations 
work inaugurated during those years. 
Twenty per cent of the publications 
are five to nine years old; five per 
cent each from 10 to 14 years and 
1§ to 19 years; 8 per cent from 20 
to 24 years; and 10 per cent over 25 
years old. 

Inasmuch as there seems to be con- 
siderable interest in old established 
house organs, the names of publishers 
of those employe organs included in 
this survey which are over 20 years 
old are given as follows: 
1908—“The Royal Standard,” Royal 

Typewriter 

New York. 
1914—"The Norton Spirit,” Norton 

Company, Worcester, Mass. 
News,” 


Cast Iron Pipe Company, Bir- 


Company, _ Inc., 


1915 — “Acipco American 
mingham, Ala. 

1916—"‘A r m-Co - Operator,” The 
American Rolling Mill Com- 
pany, Middletown, O. 
“Beldenews,” Belden Manufac- 
turing Company, Chicago. 

Business,” The 

Sparks- Withington 

Jackson, Mich. 

“West Penn News,” West 


Penn Power Company, Pitts- 


“Everybody’s 
Company, 


burgh. 
Kimberly- 


Neenah, 


1917—"Codéperation,” 
Clark Corporation, 
Wis. 
“Stanley World,” The Stanley 
Works, New Britain, Conn. 
1918—"“Exide Booster,” The Electric 
Storage Battery Company, 


Philadelphia. 
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INY.Va UUM NEws 


“The Express Messenger,” Rail- 
way Express Agency, New 
York. 

1919—"“The Hercules Mixer,” Her- 
cules Powder Company, Wil 


mington, Del. 


Most Popular Features 


Inasmuch as the employe house or- 
gan is designed to interest the worker: 
and talk about the things which con- 
cern him most in a personal and busi- 
ness way, it is only natural that per- 
sonal items and photographs should 
rank high among the most popular 
features of these publications. Some 
editors rely on what they hear as a 
gauge of these features; others have 
made special surveys among the read- 
ers to get their reactions. Here are 
the comments of some editors on this 
point: 

“News items, photos, and personal 
paragraphs.” 

“Cartoons.” 

“Hobbies and other features of per- 
sonal nature.” 

“First article in book usually deals 
with some specific department in the 
organization.” 

“Educational articles on our prod- 
ucts’ use. 

“Pictures of men at their regular 
jobs to illustrate points or whole 
stories.” 

“Stories on plant accomplishments; 
stories on plant developments; news; 
fiction.” 

“Departmental feature stories (il- 
lustrated) and personal items seem to 
rank one and two.” 


‘Hobby 


“Department news and 
> >> 


Lobby. 


“Hats off,’ a department that 
gives a pat on the back to the indi- 
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vidual or department that has done 
an outstanding job during the month.” 

“*This and That’ column and per- 
sonal and amusing incidents about 
employes.” 

“General information regarding 
new products.” 

“Pages two and three are of a re- 
ligious mature and are a popular fea- 
ture with a large percentage of read- 
ers because it is interestingly written.” 

“Athletic and association activities 
as well as write-ups on happenings in 
the plant.” 

“Hijinks column.” 

“Giving prominence to obscure em- 
ployes; publicizing activities of Old 
Timers Club.” 

“News of operating standings of 
the offices; write-ups of the men and 


their hobbies.” 


Who Is Responsible? 

Forty-two per cent of the employe 
publications in this survey are the re- 
sponsibility of the advertising depart- 
ment and the advertising manager or 
someone in his department is the editor 
in 80 per cent of them. The per- 
sonnel department is responsible for 
23 per cent of the publications and 
the personnel manager or someone in 
his department is editor of 80 per cent 
of them. The sales department is re- 
sponsible for eight per cent of the em- 
ploye publications; the sales promotion 
department, five per cent; the pub- 
licity department, four per cent; and 
in individual cases the work comes 
under industrial relations, educational, 
athletic association, printing, public 
relations, trafhc, factory, and a num- 
ber of other miscellaneous depart- 
ments. 

On 36 per cent of the publications, 
two persons devote considerable time 
to the job; 32 per cent have only one 
person looking after the work; and 
on 17 per cent of the papers three 
persons give considerable of their time. 
Two publications each have 10 persons 
working on their production, and one 
has nine persons. 

In only four per cent of the cases 
does the editor write all of the ma- 
terial published. Twenty-four _ per 
cent of the editors write 80 to 99 per 
cent of their material; 14 per cent 
write 60 to 79 per cent; and seven 
per cent write 30 to 59 per cent of the 
editorial matter. 


Outside Material and Payment 
One point on which the employe 

publication differs greatly from the 

external and sales house organs is that 


of participation of the reader in writ- 


ing its contents. One of the most 
valuable things to develop in publish- 
ing an employe paper is codperation 
among its readers in supplying mate- 
rial for its columns, especially per- 
sonal items and _ photographs. To 
gather as much of this material as 
possible for each issue, the usual prac- 
tice, especially in the larger organiza- 
tions and those which have branch 
offices and plants, is to appoint editors 
or reporters in the various depart- 
ments, offices, and branches, whose 
duty it is to corral the news, pic- 
tures, and other items of interest for 
the editor-in-chief. Usually the names 
of these reporters or assistant editors 
appear in the mast head, which thus 
gives some recognition for the work 
done. Other means of compensating 
the co-workers for their contributions 
are listed by the editors as follows: 

“We use credit or by-line.” 

“Contributing editors at plants re- 
ceive small gift at end of year.” 

“Send each a Christmas present 
costing about $5.” 

“Give the reporters a dinner party 
once a year. We buy sketches and 
photographs from employes and pay 
up to $5 each.” 

“Acknowledgment of authorship in 
biographical notes in each issue.” 

“Twenty-five per cent of all ad 
vertising sold is paid to editorial staff 
Our magazine is the only similar sheet 
that is supported 100 per cent by ad 
vertising, according to the survey last 
year by the National Industrial Con 
ference Board.” 

“Give bound volume at year end 
and name on editorial page.” 

“Plans are made at Staff Club din 
ners once a month.” 

“$10 prize for sales letter each 
month; $1 for honorable mention.” 


“Only for pictures used.” 


Frequency and Circulations 

Sixty-one per cent of employe pub 
lications are issued once a month. Th« 
next most popular interval of issuanc: 
is bi-monthly, which accounts for 1| 
per cent; eight per cent are issued 
weekly; six per cent, quarterly; an 
five per cent, bi-weekly. 

The circulations of employe pub 
lications, obviously, is controlled b 
the size of the companies which issu 
them, although in several cases th 
is not true, due to the contents of ¢! 
paper which over a period of time h 
gained many outside readers and al 


(Continued on Page 94) 
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By RALPH M. CRONIN 
Haig and Francisco, Chicago 


Slidefilm Does Educational Jot and 
Builds Good Will 


Production men not too busy to be interested in how 


to increase tool life and promote safety in plants 


@ MANY MANUFACTURERS of 
industrial goods realize far too well 
that today the technique of selling 
their products has been turned topsy 
turvy. Established methods of sales 
contact seemingly mean little. The 
iverage salesman is, in many cases, 
ictually avoiding his prospects and 
customers because he fears that he may 
be given an order that he might not 
be able to fill. 


And yet the contact of prospects 
ind customers must continue. Pleas- 
int and profitable relationships built 
over a period of years must be main- 
tained. The question, then, of what to 
do about sales calls, has become in- 
creasingly acute. 

Intelligent sales management real- 
zes that it is only too easy for a 
salesman to be the recipient of com- 
plaints, tirades, troubles, and woes, 
nder today’s circumstances. To offset 
us and to cement future relation- 

ps, more and more salesmen are 

ing advised to make their calls ones 
good will. Such good will can take 
veral forms but one of the most 
preciated is that of service—that of 
rking with customers and prospects 
help them to get maximum bene- 

from materials and equipment 
rchased in the past and now being 
ed to capacity or at maximum speed. 

An example of such service is a 

ject of the Simonds Worden White 

mpany, Dayton, O., manufacturer 
grinding wheels. 

Here is a manufacturer producing 

industrial product made and sold 

the basis of definite specifications. 

i Organization is an admittedly 


capable one, employing several hun- 
dred skilled able workmen. The qual- 
ity of its commodity is unquestioned. 
The competition is that of several 





Three views from the Simonds Worden 
White sound slidefilm: |. Showing how a 
grinding wheel is tested for balance for 
truerunning. 2. It is recommended that 
when a wheel is unpacked it be tapped 
to make sure it was not cracked in transit. 
3. Illustrating what happens when an op- 
erator bears down too much, loading the 
wheel with metal and other particles and 
consequently reducing its lifetime materially 
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other larger producers who are backed 
up by the weight of extensive business 
paper advertising, numerically greater 
sales ‘forces, and entirely satisfactory 
records for serving their customers in 
the past. 

With a limited sales promotion bud- 
get, then, the problem was to get to 
the purchasing agent, the production 
manager, the shop superintendent, the 
shop foreman, and the dozen and one 
other men to whom it is important 
that the SWW story be known favor- 
ably. But a mere recitation of facts 
alone would not be enough. 

Faced with this situation, Simonds 
Worden White felt it was necessary 
to put the story into shape for telling 
to everyone concerned with the or- 
dering, specifying, or use of grinding 
wheels for any of a hundred-fold 
purposes. Analyzing the problem it 
was decided that if the story could be 
put into an interesting and educational 
visual format, the salesmen would 
better be able to gain an audience 
with persons to whom it would be 
advantageous to reveal the SWW 
story. And to create greater interest 
and acceptability it was decided to 
give this story a plus value by defining 
the safety factors and proper use of 
grinding wheels in general. 

A sound slidefilm was selected as 
the medium. Working closely with 
the producers, a story was evolved 
that has had 


wherever it has been shown. 


favorable reception 


The meetings have been arranged 
by the SWW salesmen through the 
purchasing agents or other executives 

(Continued on Page 104) 
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Senate Passes Bill to Put Census 


of Manufactures on Five-Year Basis 


@ SOME ALARM was expressed in 
industrial advertising and marketing 
circles last month when news was re 
ceived that the Senate had passed bill 
§.1627 which, if passed by the House 
ind becomes law, will put the Census 
of Manufactures on a five-year basis 
instead of biennial as heretofore. The 
decennial Census of Business and Serv- 
ice Establishments and Mines also 
would be dropped under the new bill 
and replaced by a single survey to be 
conducted every five years. 

The biennial Census of Manufac 
tures has been the one piece of service 
coming out of the Department of 
Commerce of greatest usefulness to 
the industrial marketing field in gen 
eral, where it has been used as a guide 
to markets and their trends. To elim- 
inate it, or to place it on a less fre- 
quent basis than heretofore, would dis- 
pense with a valuable tool of indus- 
trial marketers, many leaders in the 
held declare. After a five-year effort, 
the National Industrial Advertisers 
Association was instrumental in hav- 
ing the Bureau of Foreign and Domes- 
tic Commerce publish the “Industrial 
Market Data Handbook of the United 
States” in 1939, which was an elab- 
oration of the Census of Manufactures, 
thus indicating the need and demand 
for elaboration of the service rather 
than curtailment. 

In Washington, however, Depart- 
ment of Commerce officials express the 
view that industrial advertisers may 
gain instead of lose by the passage of 
the pending legislation calling for im- 
portant changes in census law. While 
it is probable that the biennial Census 
ot Manufactures will be scrapped in 
favor of a quinquennial survey of in- 
dustry and business, the loss of these 
every-other-year statistics may be 
more than compensated by the addi- 
tion of new and more useful current 
data, they say. 

The bill which passed the Senate 
Aug. 11 goes further than merely 
ibolishing the manufacturing study, 
they explain Not only does it call for 
the substitution of a quinquennial 
census, but it also provides for an 
expansion of current statistical serv- 
ices. It is from this provision that in- 
dustrial marketers may take hope. The 


desire—and, in fact, the need tor a 
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broader and more up-to-date volume 
of statistical information was what in- 
spired current legislation in the first 
place. Secretary of Commerce Jesse 
H. Jones instigated action when he 
asked Congress last spring for new 
census legislation, and his recommen- 
dations were followed in large part 
in the bill passed by the Senate. A 
new law was made necessary by de- 
mands of defense agencies for up-to- 
date statistical information. 

The pertinent section of the bill, 
§.1627, reads as follows: 


“Be it enacted that the Director of 
the Census be, and he is hereby, author 
ized ind directed to collect, compile, col 
late. and publish, for the year 1943 and 
every fifth year thereafter, statistics of the 
manufacturing and mineral industries, and 
of business, commercial, mercantile, serv 
ice and professional establishments, and 
such other industries and enterprises as 
the Secretary of Commerce may deem it 
in the public interest to include; which 
shall be known as a quinquennial Census 
of Industry and Business; that the Direc 
tor of the Census be authorized, when 
directed by the Secretary of Commerce, 
to collect, compile, collate, and publish 
current or periodical statistical data sup 
plemental to any census of other statisti 
cal inquiry authorized by law The col 
lection of any such current or periodic 
statistical data shall be undertaken only 
if the Secretary of Commerce, after due 
investigation, shall find the inquiry nec 
essary to serve a broad public need.” 


Other provisions give the Secretary 


of Commerce and the Director of the 





TWE BOOK YOU WELPED TO WRITE Stes 


YOU® CONDENSER TUBE PROR. CATs 





SCOVILL CONDENSER TUBES 
ooe product... three services 





High attention value is built into this copy 
not only by the interesting illustrations, but 
by the headline which tells the reader here 
is the book which he helped to write 





Census broad powers to determine 
what investigations to undertake and 
to engage personnel, repeal existing 
statutes calling for a decennial census 
of distribution and mines (these stud- 
ies to be made as a part of the quin- 
quennial survey), and permit defense 
agencies to gain access to heretofore 
private census returns. 

James C. Capt, who became Direc- 
tor of the Census a few months ago, 
told INpusTRIAL MARKETING that the 
bill is “merely enabling legislation.” 
He said that his department is being 
asked daily to provide information 
which is not available, and that a new 
law is needed to permit these orders 
to be filled. He also stressed that plans 
are elastic for the expansion of current 
reporting services, as provided in the 
bill. Some surveys may be made as 
often as every month, others every 
three months, and others annually. As 
an example of the type of information 
to be gathered he cited a current in- 
vestigation for a defense agency to 
learn all available statistics on the six- 
teen scarcest metals. Mr. Capt said 
that the bill passed by the Senate was 
entirely acceptable to the Census Bu- 
reau, and that slight changes made 
from original recommendations were 
helpful rather than detrimental. In 
commenting on the provisions for re- 
vealing Census records to defense ot- 
ficials, he explained that an awkward 
situation has arisen. Under existing 
law, no individual report or informa- 
tion therefrom can be disclosed to any- 
body, even the Attorney General. De- 
fense officials seeking to use Census 
data of this nature have been barred 
by statute. 

That the changes embodied in the 
Senate bill will become law _ before 
many months seems certain. The 
House census committee is stalling 
matters at the moment. Four pro 
posals for amending census law are 
pending before that group. Three ot 
the four—two resolutions and a bill— 
were offered by Rep. Guy L. Moser 
committee chairman. All depart com 
pletely from Census Bureau recom 
mendations, and are unacceptable 
that department and to defense ofh 
cials. The fourth, a bill introduced 
by Rep. John E. Rankin, a committe: 
member, is substantially the same a: 
that passed by the Senate. No dat 
has been set for committee action 01 
any of the proposals. 

The House is now vacationing bu 
is slated to resume deliberations soo: 

(Continued on Page 108) 
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bien November issue of Marine Engineering and Ship- 
ping Review will be the 16th “Distinctive Ship Num- 
ber” . . . an annual service which provides a reference 
record of the year’s outstanding new ships and their 
equipment. 


This year, the “Distinctive Ship Number” will be bigger 
than ever before! It will feature comprehensive data 
regarding some 32 distinctive ships, which, with their 
sister ships will make a total of approximately 64 vessels. 
The “Distinctive Ship Number” is an established refer- 
ence record which will be particularly valuable this year, 
when the industry is engaged in the greatest shipbuild- 
ing program in its history. Ship designers, shipbuilders, 
and ship operators appreciate its convenient factual 
descriptions and equipment data. They recognize its 
value as a reference. 





The November issue is your opportunity to secure promi- 
nent attention for your products throughout the marine 
industry. You can tie in your sales story with the drama- 
tic and timely theme of the issue . . . and take a big step 
toward immediate and future sales in the 10-billion- 
dollar marine market. 


Write or phone our nearest office for complete 
information regarding the November issue .. . 
and for a list of distinctive ships to be featured. 


November, 1941, Issue 


D Marine Engineering and Zsping Review 


. fee caso A SIMMONS-BOARDMAN PUBLICATION —_ TERMINAL TOWER, CLeW 


PreseBida ETLICEL [ 
Dion St. Los Ang 30 CHURCH STREET, NEW YORK 











Sales Promotion... 


ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Merchandising Kit Increases Rock Woo 


@ THE BUSINESS of National Gyp- 
sum Company, Buffalo, N. Y., has 
grown big sticking to the philosophy 
of gearing every promotion to help the 
building material dealer make a better 
profit. This program has been used 
successfully in merchandising its wall 
board, insulation board, plaster, metal 
lath, paint, and other products. 

Up until last spring, National was 
in the rock wool business merely as a 
wholesaler so as to give its dealers a 
complete line to sell. But in March 
the company acquired the General In- 
sulating & Mfg. Company, manufac- 
turer of Gimco rock wool. This gave 
ie Company a real reason for staging 
4 major promotion on rock wool and, 
«ccording to Robert E. Anderson, di- 
sector of advertising, its first consid- 
eration was “How can we help the 
dealer make more profits on rock 
wool?” 

There were several problems in- 
volved. Rock wool is a product which 
1S generally sold through wholesalers 
who sell it to lumber dealers. And 
because it is a bulky item, the dealer 
does not as a rule stock the product. 
When he makes a sale he picks up the 
material from his wholesaler. There- 
tore, problem No. l on rock Ww ool pro- 
motion was to equip the dealer with a 
sample program that would enable him 
to sell without having the actual ma- 
terial on hand. 

The second problem was that in 
metropolitan markets rock wool is 
sold on a price basis exclusively. There 
ilways is a cheap inferior brand of 
rock wool being sold from five to ten 
per cent under the general market 


price. The dealer does not make much 
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ales for Dealers 


Bond ROCK WOOL 





Merchandising package which National Gypsum Company produced to help dealers sell 
Gold Bond rock wool. It includes packaged samples which permit showing the product con- 
veniently; a wall chart giving actual figures on heat saving; and folders and mailing pieces 
for use in conducting mail campaigns. The merchandising plan has greatly increased sales 


profit on this type of material but he 
must compete against it. Therefore, it 
was National’s objective to give him 
sales material that would enable him 
to compete effectively. 

With this analysis of the situation 
before it, the advertising department 
built the following sales promotion 
campaign: 

1. An elaborate sample program in- 
cluding an attractive sample display 
box which enables the dealer to show 
the product without carrying a large 
stock on hand. 

2. A wall chart for the dealer’s 
sales office giving actual figures on the 
savings that can be effected with the 


With 


use of Gold Bond rock wool. 


this authentic data, the dealer is en- 
abled to sell on a quality basis and get 
his fair price and profit. 

3. A complete package of folders 
and mailing cards is furnished as part 
of the kit so that the dealer can con- 
duct mail campaigns to his list of re- 
modeling prospects and use them as 
enclosures in his everyday mail. 

All of this material was packaged in 
a kit and given to the salesmen to pre- 
sent to the dealers and help him make 
plans to put the program to work. 
The plan was also merchandised to the 
dealer with space in the building trade 
papers, and as a result of the combined 
effort the program has gone over ex- 


ceptionally well. Quantities of the 
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AGER OF KOOLSHADE SALES, 
)RG WARNER CORPORATION, 


SAYS: “New Eouipment Dicest, 


which out-pulled every other publi- 
cation in 1940 both as to number 
and quality of inquiries, is naturally 
being continued... " 


Thank You, Mr. Doane... 


particularly in view of the fact that NEW 
EQUIPMENT DIGEST was “set-up” to ac- 
complish results. Discarding time-worn 
circulation methods, NED is directed to 
the operating, management and_ buying 
executives in 32 different classifications of 
industry . . . state and industry distribu- 
tion being proportional to the dollar vol- 
ume of production in that state and in- 
dustry as reported by the LU. S. Department 
of Commerce, Census of Manufactures. 

Further, NED requires that its editorial 
content be fresh . . . every item must be 
new, have practical application and be of- 
fered by a responsible company. 

Finally, NED’s readers have learned that 
suppliers of products for industrial use 
are broadly represented in this one publi- 
cation . . . making it possible for them to 
concentrate their reading efforts in a single 
place and at the same time being assured 
of missing little that is new in industrial 
equipment, materials, methods and 
processes, 

For direct results from those you wish 


to influence, place your advertising in. . . 


New Eourement Dicesr 


{filiated with the Penton Publishing Ci 


PENTON BUILDING e CLEVELAND, OHIO 


110 | 42nd St. 520 N. Michigan Ave 5941 Nassau Rd 
NEW YORK CHICAGO PHILADELPHIA 




































































View in the new DOALL Trade School opened by Continental Machines, Inc., in Minneapolis, 
to give free training to both beginners and experienced men in the operation of the 
company's contouring and grinding machines to meet the demand for skilled operators 


Sales Promotion . . 





printed material were anticipated to 
last for three months but in less than 
thirty days it Was necessary to double 
the print order. 

Sales were just as satisfactory, Mr. 
Anderson reports, with a major in- 
crease in the company’s rock wool 
business since the promotion § was 


¢ le ised. 


+ 


Starts Training School 
For Machine Operators 


@ TO MEET the mounting demands 
ot defense and domestic industries for 
skilled operators of its DOALL con- 
tour machines and surface grinders, 
Continental Machines, Inc., Minneap 
olis, has established the Doall Trade 
School which was opened last month. 

Located near the center of the city, 
the school is developed and operated 
is a “free” school for the trainees 
selected to be given one, two, and 
three month courses in general ma 
chine tool operation. The curriculum 
is planned to aid in filling the pressing 
need for machine tool operators by 
training both beginners and experi 
enced men in the most modern meth 
ods of contour machining and surface 
vrinding. 

Trainees will be given up to three 
months training depending on their 
knowledge of machine shop practice. 


Working conditions will parallel as 
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nearly as possible those of modern in- 
dustrial plants. Classes will be open 
eight hours in the training shop with 
training on twelve new Doall Contour 
machines, two new Doall Surface 
Grinders, as well as lathes, shapers and 
milling machines found in the modern 
production plants. 

Actual machine shop experience will 
be supplemented by use of a ten reel 
industrial sound film which covers the 
study of chip production, die, jig and 
fixture making, and basic information 
about machine tools. 

During the daily lecture hour, in- 
struction will be given on blue print 


reading, layout methods, and metal- 





lography. Classes will be open five 


days a week. This plan will give each 
trainee 200 to 500 hours of actual 
shop experience along with the lecture 
courses supervised by Lloyd Erickson, 
formerly one of the supervisors of 
Continental Machines production de- 
partment. J. T. Thompson, formerly 
of Oliver Equipment Company, will 
be the general director of the School, 
handling applications and placement 
of graduates. 

It is planned to supplement the 
regular school course with a corres 
pondence course of ten lessons so that 
machine operators unable to attend the 
school will receive the benefit of the 
latest machining methods. 

The Doall Training School is at 
present training fifteen men and 
expected to increase the enrollment to 
thirty men shortly. Trainees will be 
selected locally and also from indus 
trial plants throughout the country 
Several firms have already expressed 
their interest in the training program 
and will be sending men to take the 
course. 


+ 


“Your Index” Provided 
In Macwhyte Catalog 


@ ALMOST everyone has his own 
names for or ways of designating cer 
tain products or equipment or fixes 
them in his mind in relation to wher 
or on which machine they may b: 
used, rather than by the technical o 
trade name by which it may be in 
dexed in a catalog. Realizing this 
peculiarity, Macwhyte Company, Ken 
osha, Wis., wire rope manufacturer, 
included a page in its new catalog 


titled “This is YOUR Index,” with 








Burndy Engineering Company, Inc., New York, has just placed in service this new displa 
truck which is now on a two-year tour of the United States to show the company’s lin 


of electrical connectors to wholesalers, 


contractors, utilities, and maintenance me 


In addition to displays inside the body, six display panels on the outside also open uf 
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Interesting package developed for Tournaweld welding electrodes, a new product of R. G. 
LeTourneau, Inc., Peoria, Ill. The metal container is moisture-proof, air tight, and has a 
capacity of fifty pounds. The front label is designed to identify the product with the 


company name. The back label associates 


the product with a silhouette line-up of 


LeTourneau grading equipment in addition to giving specifications and recommendations for 
use of the welding rod. The labels are printed in yellow and black with white highlights 
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uled spaces headed “Equipment De- 
cription” and “Page.” 
Under the title, copy reads: 
Make your own index of your wire rope 
ng equipment and the page on which 


correct rope for your equipment ts 
ted 


YOUR Index” will save you time. List 
ormation that you often refer to and 
page number for quick reference 
Macwhyte representatives will gladly fill 
this index to show the page number of 
rope they recommend for your equip 
t Complete catalog index follows 
OUR Index.” 

The new catalog is of pocket size 
th blue cover embossed with gold 
" - . 
k. It has 170 pages secured with a 
echanical binding which permits 
lange of sheets. All sections have 
ivy paper tab index dividers with 
ction indexes. A number of pages 


e devoted to telling and showing 


ww the product is manufactured, 


suggestions for application and proper 
maintenance. It is being distributed 


on req uest only. 


+ 


Leaflet Used to 

Bid Salesmen Welcome 

@ SALESMEN visiting the plant of 
Carrier Corporation, Syracuse, N. Y., 
are greeted with a big smile by the 
receptionist and handed a leaflet with 
cover reading, “Mr. Salesman, Carrier 
Bids You Welcome,” superimposed on 
a bleed illustration of the main en- 
trance door and_ illuminated glass 
block panel above. 

Inside the folder the recipient is 
given the correct name of the com- 
pany, proper street address, and names 
of all company officers and the pur- 
chasing agent. Having salesmen, too, 
says the text, the company extends the 
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courtesies its salesmen receive by, per- 
haps, the reader’s own company. 

It is explained that the purchasing 
agent is quite busy these days and 
therefore certain interviewing hours 
have been established to permit proper 
handling of the work in that depart- 
ment. 

The salesman is welcome to park his 
car in the company parking space and 
if he has anyone waiting for him in it, 
he may come in and spend his time 
in the adjacent Hall of Weather- 
makers. Furthermore a washroom is 
provided for their convenience. 

On the back page is shown the 
major items in the Carrier air condi- 
tioning equipment. 

The folder is 5x8 inches in size and 
printed in blue on heavy coated stock. 
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Ready to go to work right after Labor Day 
comes the American Meter Company cal- 
endar, rather than at the first of the year 
when there is keen competition for wall 
space. Lithographed in red, blue, and black 
on egg shell stock, it is secured at the top 
with a spiral binding and silk hanging cord. 
Sales, service, and warehouse offices are 
indicated on the map which features each 
page. The three months to the page were 
reinstated after customers protested their 
elimination. Produced under direction of the 
company's agency, G. E. Hatch Advertising 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Which Type 
Catalog Binding? 

We are building a catalog of prod 
ucts for industrial use. Our present 
plan is a catalog of about 256 pages, 
page size 754x105% inches. 

We are seeking help regarding the 
type of binding most desirable for 
frequent engineers 
and pure hasin ¢ agents. 

1. Shall the book be stiff board 
covers, loose leaf ring binder ( prob- 
ably the Swing-O-Ring style)? 

2. Shall the book be flexible or 
semi-flexible bound with Wire-O or 
loose leaf wire bound? 

3. Shall the book bi full case 
bound? 

Our customer is desirous of a fin 
ished book which will best meet th 
wishes of the average user, and we are 
striving toward a book of products 
and useful data so organized that it 
will be modern in eve ry respect, conve 
nient for handling and ready reference 
—and suitable for page revision from 
time to time provided the loose leaf 
idea is practical. 

To help us to ascertain facts, can 
you refer us to any articles in your 
publication—which we have on file— 
source from which we 


reference use by 


or any other 
may obtain concrete 
pre ference fora hook of this r harac - 


fer? PRESIDENT 


expressions of 


It is difheult to advise you regarding 
the type of catalog best suited to your 
requirements without knowing much 
more about the habits of your custom- 
ers and prospective customers. Men in 
some industries are very well trained 
to keep large loose leaf books up to 
date, and in other industries they will 
not do so. Some groups are used to 
small sized pocket catalogs. 

Apparently you have settled on the 
page size, so we will not go into that. 
We will answer your questions specifi- 
cally as follows: 

1. We believe you must use stiff 
board covers for a book of this size. 
If the profit margin and budget will 
stand it, stiff finish imitation leather 
(tabricoid) cover should be used. Gen- 
erally speaking, a manufacturer pro 


ducing a book of this size uses post 
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type binding for permanence. This 
binder, as you know, will permit 
changes, although it is not particular- 
ly convenient. We believe you have 
too many pages for a ring binder, al- 
though we would still recommend this 
if you could group your material in 
sections of four, eight, or sixteen 
pages, or more. This gives protection 
to the section to be placed in or taken 
out of the ring binder, and avoids tear- 
ing. While there are many new type 
loose leaf binders on the market, many 
we have seen are too rigid and others 
are too flimsy to prove practical over a 
period of time. You will find your cus- 
tomers will keep your book up to date 
much better if you use sections instead 
ot single pages. 

2. We believe the wire bound books 
come next in desirability to ring bind- 
ers. Several of these systems permit 
putting in and taking out the loose 
leaf slotted pages with reasonable speed. 

3. If the usual reinforced imitation 
leather binding is used, we see no ne- 
cessity for the more expensive case 
bound type. 

Note: No matter what type of bind- 
ing you decide upon, you will have 
difficulty in getting your customers 
and prospective customers to keep the 
book up to date. You will be success- 
ful only if you continue to merchan- 
dise the book and keep it popular, 
urging your salesmen to help the cus- 
tomer keep it up to date. While loose 
leaf books have their weaknesses, one 
thing is certain. You can at least be 
sure of the book being up to date 
when sent to customers, even though 
your mailings cover quite a period of 
time. 

In case you are still in doubt as to 
the size of book and type of binding, 
it might be a good idea to send out a 
simple questionnaire to your custom- 
ers and prospective customers, asking 
them which type of binding they be- 
lieve would be most helpful. This 
method would have the added value of 
promoting the catalog before issued, 
as well as to get a reaction from the 
trade for your own information. 


Beginning an 
Advertising Campaign 

We have noted with interest you 
advice and remarks in your articles en- 
titled “Advertising Hints in a Sellers’ 
Market.” 

Our company, which is quite small, 
has recently taken on the sale of a 
special material that has many uses 
and forms. This product is used in a 
good many fields, some of which are as 
follou B 

1. Sound proofing. 

Insulation—both cold and hot. 
Tile glaze. 

Filler for paper and paint. 
Abrasives and polishes. 
Hydraulic cement admixture. 

° Filter for beer, edible oils, clean- 
ing fluid and sugar. 

From these you will see that we must 
meet and acquaint ourselves with a 
number of different industries. We 
have had no need for advertising in 
the past and are not now in a position 
to spend a great deal of money for a 
campaign, but we feel we would like 
to make ourselves and our product 
known to prospective customers. The 
problem is to find one means of ad- 
vertising this product that will be sat- 
isfactory and applicable to all its uses. 

Can you suggest ways of placing us 
and our product before the eyes of 
buyers of this material in some way 
to make “breaking the ice’ somewhat 
easier for our salesmen? 

SALES MANAGER. 


ND a ew 


There is probably no one means of 
advertising this product that would be 
satisfactory and applicable to all of its 
uses, which reminds me of an illustra- 
tion given recently by Col. Chevalier, 
vice-president, McGraw-Hill Publish 
ing Company, when he told his audi 
ence: “Advertising is like playing golf. 
You cannot use just one method or 
media any more than you can play a 
good game of golf with one club.” 

If we were a small company taking 
over the sale of this product manu 
factured by another company, we 
would probably insist upon the manu 
facturer preparing all the basic ad 
vertising; however, if we owned the 
whole business, we would probably be 
gin on a very modest basis as follows: 

1. A rather thorough background 
sales and advertising manual as a text 
and guidebook for sales, advertising 
and, in fact, all departments of th 
business. 

2. From this we would prepare 
visual presentation book for the sales 
men in making personal presentation: 
to customers. For the salesmen mak 
ing personal presentations to differen: 
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THE OIL AND GAS JOURNAL MAKES THIS 
: OFFER TO ADVERTISERS AND THEIR AGENCIES 


<a You select a Cross Section List of From 200 to 500 of Your Own Custom- 


ers or Prospects. 


-/ Out Letters Asking Them Which Oil Trade Publications They 
You mail Read and Prefer. 


: Fy You compile Your own Returns. 
my 


ls 
ot 
4) 





of 


The Oil and Gas Journal Weill pay the Cost, Win or Lose. 


ALL THE JOURNAL ASKS IS A COPY OF THE TABULATED RETURNS. 


r, This offer is good on any survey directed to executives, engineers, contractors, superintendents, 
h- foremen and purchasing agents in any one or all of the following divisions of the oil industry— 
i- PRODUCING, PIPELINE, REFINING OR NATURAL GASOLINE. 

We will pay you ten cents a letter up to 500 letters—a maximum of $50.00. This will amply provide 
or for multigraphing, personalizing, stamping, mailing of survey, and return postage. You may write 
a any letter you wish. 


Bill the Oil and Gas Journal for your cost at the time your letter of results is submitted. If you 
desire further information, ask our nearest representative. 


or 
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wn ¥ NAL AWVER TiS, 


'NDUSTRIAL MARKETING, September, 1941 

























Interior views of a new building just completed by Stoody Company, Whittier, Calif., manufacturers of hard-faced alloys, grinders, and other equipment. The building 
used for demonstrating the application of the company's various products and showing educational motion pictures and slides. Under each piece of hard-faced equip 
display is a case history explaining the type of hard-facing used and how long the parts last as compared to ordinary unprotected equipment. A—Twelve-sided rotund 
glass display cases; illustrations above the display cases are colored and illuminated from behind; glass murals above the top depicting electric and acetylene welde 
formed by sand blasting. B—Back view of the auditorium showing projection room with automatic slide machine; glass case around the projection machine lifts into a 
in the ceiling; mechanically operated panels cover the windows when the room is to be darkened. C—Front view of auditorium showing welding demonstration booths and 
cases; booths are enclosed by pot glass which enables visitors to watch demonstrations away from heat and smoke. D—Side view of auditorium showing product disp 
which contains entire line of Stoody hard-facing rods, borium nozzles, special wear-resistant castings, electrodes, welding rods, and borium inserts; mechanically operatecfi 
darkening the window is shown in place. E—One of two interviewing offices provided for privacy in talking with customers. F—Reception room; equipped with indirect 
































industries, probably several different 
presentations would be required. 

3. With the basic requirements of 
the sales department taken care of, 
we would then prepare a simple but 
clear and complete catalog to be left 
with the customer after the salesman’s 
presentation. In some cases the pres- 
entation material used by the salesmen 
may serve this double purpose without 
the necessity for a separate catalog. 

4. If your logical prospective cus- 
tomers can be reached with only an 
average waste circulation, magazines 
may be used. With a specialty of this 
kind, fractional space may be used 
satisfactorily if the copy is good. If 
the cost per thousand on good pros- 
pects seems too high, test advertise 
ments will probably determine what 
type of space you can use to advan 
tage. 

§. If your market is too thin or 
you do not have the appropriation for 
space in the beginning, lists of certain 
industries may be purchased and cir- 
cularized to advantage. Do not at- 
tempt anything less than a three-piece 
mailing campaign as three contacts 
usually represent the minimum num- 
Through the use of 


ber for results. 
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direct mail and with salesman follow- 
up, you can concentrate on any market 
or section of market you desire and 
grow slowly. 

These are very general suggestions 
and if you would like specific informa- 
tion on any particular form of ad- 
vertising, we would be glad to try 


to help you. 


Delivered-Price vs 
F.O.B. Factory 


For many years we have sold our 
goods f.o.b. factory; in other words, 
the purchaser pays the freight. We are 
thinking of increasing our prices to 
include the freight and then selling 
ona delivered-price basis. 

Can you tell us what the advantages 
and disadvantages of selling a product 
on a delivered-price basis are as op- 
posed to selling it on an f.o.b. factory 
basis? SALES DEPARTMENT. 


We believe it can be generally stat- 
ed that large items on which freight 
is a factor are sold f.o.b. factory, 
while small items on which freight is 
not so much of a factor are more fre- 
quently sold on a straight delivered 
price basis. 
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Your first consideration, of cours?, 
must be to meet competition. Unless 
you have a very unusual product, you 
probably would make few sales in 
areas where your price is higher than 
that of your competitor. Industry 
practice frequently determines this for 
the individual manufacturer. 

If you are in a position to make 
one price throughout the country re- 
gardless of the location, it no doubt 
will pay you to supply some simple 
form literature, price list, etc. One 
standard price is particularly desir 
able when you have dealers and when 
there is regular repeat business to be 
taken care of. The customer and the 
dealer become used to the standard 
price, prices are easier to figure, cus 
tomers are more satisfied, and everyone 
is served to good advantage; however, 
if this standard price would eliminate 
you from some profitable market, then 
a return to the f.o.b. factory basis 
should be considered. 

As the government has made som« 
recommendations in various indus 
tries on delivered vs f.o.b. factor) 
prices, it might be well for you to be 
come familiar with this aspect of the 
situation. 
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The Navy and Merchant Shipbuilding Num- 
ber of MACHINERY—in November 1941— 
will describe and illustrate the new methods, 
the new machines now being employed in 
America’s leading shipyards to build the 
greatest fleet of naval and merchcat vessels 
ever constructed in a limited space of time. 
And the subject of shipbuilding, both in fac- 
tual data and in the method of presentation, 
will be treated in the same thoroughgoing 
manner as the recent numbers of MACHIN- 
ERY which featured Aircraft Production and 
Munitions Manufacture. 


* 


Plan your advertising in November MACHINERY to tie 
in with this live subject of greatest possible current 
interest. Benefit by the highly favorable publicity which 
always accompanies MACHINERY’S special features. 


Machinery, 148 Lafayette St., New York City 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 








Industrial Distributors’ 

Role in Defense Program 

@ THE IMPACT of the defense pro- 
gram has registered itself with major 
changes in the field of industrial dis- 
tribution. Gradually the pinch has 
been more keenly felt each month this 
year until now we are on the verge 
of a condition paralleling that of 
1917-18. 

Distributors went into this emer- 
gency with good stocks of almost 
every product line. To the best of 
their ability they have endeavored to 
inaintain those stocks and, despite all 
we hear of shortages, it is surprising 
to see how well a defense plant can 
still be served directly from the shelves 
of local distributors. 

One thing a distributor will fight 
lo the death to protect 1s his right to 
ouy for stock so that he can sell from 
stock and thereby deliver industrial 
products to his customers instantly, 
saving them a delay of three to six 
weeks which results when such items 
ire ordered direct. This function of 
the industrial distributor ts thoroughly 
ippreciated by OPM. That agency is 
trying in every way possible to pre 
serve for defense industry the valu 
ible time-saving service rendered by 
the distributor Tangible evidence of 
its intentions in this respect is the 
Defense Supplies Rating Plan which 
OPM brought out to “supplement 
other forms of priorities.” 

Under this plan, distributors obtain 
from their customers an afhdavit de 
claring the percentage of the custom 
ers’ defense business to total business. 
Distributors compile these percentage 
figures with respect to their total 
sales to all reporting customers, then 
hle an afhdavit to their own manu 
facturer-suppliers giving the same in- 
formation. The manufacturer then 


) rating on the raw 


obtains an A-! 
material purchases for that portion of 
his production shedule which will be 
used for defense The system is not 
perfect, but it ts being amended and 
idjusted us the need is demonstrated. 
At least insofar as defense business is 
concerned, the plan puts an umbrella 
over the established system of indus 


trial distribution and it is hoped that 
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it will spare distributors some of the 
troubles which handicapped them in 
rendering their best service to indus- 
tries in the last war. 

Based on a 100 figure representing 
the average month of the years 1934- 
1938, inclusive, our sales indicator 
stands today at 250 and it is still go- 
ing up. This means distributor sales 
are 100 points over the corresponding 
period last year, and despite these tax- 
ing demands, distributor stocks (with 
the exception of cutting tools and 
precision instruments ) are stull in 
shape to handle business at this pace. 

The matter of distributor profits is 
something else. Where sales have gone 
up 100, 200, 300 per cent, the paper 
work necessitated by priority forms, 
etc., may have gone up 500 to 1000 
per cent. Personnel naturally must 
be increased and the cost of doing 
business mounts in keeping with rising 
sales. 

Since 1919 the supply industry has 
had one major objective—to make it 
self more useful to the industries it 
serves. Efforts in this direction are 
now bearing fruit. Distributors are 
in the thick of helping plants make 
changeovers to defense production; 


they are contributing ideas to elimi- 


Complete data - +++ AT YOUR 


FINGER-TIPS ON. .| VALVES. FITTINGS. 
| PIPE AND TOOLS .. 











WALWARTH 





Now, while product data are in great de- 
mand, Walworth Company promotes the 
use of its catalog and offers it to those 
who haven't one with this intriguing copy 


nate production inefficiencies; seeking 
out unused and unwanted items in 
plant stock rooms and_ supplying 
these scarce materials to others who 
have need for them; even making 
themselves expert at handling various 
priority forms so that they can be of 
help to the harrassed purchasing agent. 
—Joun J. Wetcn, Editor, Mill Sup- 


plies. 


Significant Trends in 
Ceramic Industry 
@ CONDITIONS in the ceramic in- 


dustry are a bit spotty at the present 
time. Present high production of 
porcelain enameled products may be 
reduced somewhat because of an ap- 
parent shortage in sheet steel which 
forms the base for the enamel coating. 
In both the glass and the white wares 
(pottery) industries, however, the 
trend is very definitely toward still 
greater increases in production, even 
above current levels which are un- 
doubtedly the highest in the industry’s 
history. 

Chief strong points of the glass and 
white wares industries, in the light 
of the defense program, are that the 
basic raw materials are all plentiful, 
located in the United States, are non 
metallic, therefore not needed directly 
in defense, and the productive equip 
tunnel 





ment—glass furnaces, lehrs, 
kilns, etc.—cannot readily be con- 
verted to any type of defense produc 
tion. For these reasons, it is almost 
certain that the ceramic plants can 
count on continued shipments of raw 
materials and their production will be 
little interfered with. Chief trouble, 
perhaps, will be migration of labor 
to better paid defense jobs. 

Ceramics, also, are playing an im 
portant though indirect part in the 
defense program, as they are being 
widely substituted for critical mat 
rials. Representative of these ar 
the following, which touch on a va 
riety of industries: 
cookingwar 


Porcelain over-top 


recent ly dev eloped, may displace 
large amount of aluminum ware fo! 
top-of -the-stove use. 

Glass recording discs are being used 
to replace hard rubber in transcrip 
tions for radio broadcasting. 

Glass casseroles are replacing alum 
num in the Wear-Ever line. 

To save tin and lead in toothpast 
tubes, several dentifrice manufactu: 
ers are considering a switch to 100 p 


(Continued on Page 96) 
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But planning today... 


WILL HELP INSURE TOMORROW'S PROFITS 


91st Annua 


The district: Number 8 Field of Eastern Ohio 


The place: COAL AGE’s October Issue 


1 No district in the country 
has made more widespread progress in mechanized 
ethods in recent months than the Eastern 
Ohio No. 8 field .- - The picture to be presented 
this year in October will be in startling contrast to 
that portrayed in the 1940 Model-Mining Number 
featuring southern Illinois. There, mechanized min- 
ing had both an early start and a prompt acceptance. 
In Eastern Ohio, one company with a single mine 
pioneered for that field in mechanized loading in 
1925. It was not until 1929 that one of the larger 
companies followed the trail thus blazed. Then came 
another hiatus in W ich no other major producer 
took action. 

But last year, 4 mass movement toward mechan- 


ized methods really got under Way: In a few months, 
company after company was installing mobile load- 
ers, shuttle cars and other mechanical methods in 
their mines - - - Important advances in mechan- 
ical cleaning, transportation and all phases of oper- 
ation also have been made, These will all be treated 
editorially in the 21st Annual Model-Mining Number 
—COAL AGE’s October issue. 

This important issue takes on timely importance 
to you because this Ohio region’s present program 


TIMELY! You bet it is 


mining ™ 
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nizing operations some years ago. 
most of the surrounding properties sat back and 
did nothing. Now, such operations i 
to meet current production qemands—destined to hit 
all-time highs—and to remain com 
post-war conditions. 

FINAL FORMS close 



























































for this important and timely 
issue September 17th! .-- Write for “X— ARKS 
THE spoT”—the complete story of Eastern Ohio 
—No. 8 field—today’s newest and most interesting 
field in mechanized mining! 






































































IN A FEW WORDS 

To tHe Eprror: Wish you'd take 
one idea to Toronto for Sept. 17-19, 
1941. 

Why don’t you suggest a stop to 
head-lining in 


” 


all this “wishy-washy 
business paper advertisements of what 
wonders John Doe & Sons Co. is doing 
for the National Defense Program? 
By this late hour, “Who in _ hell 


— 
, 





isn’t 

Business paper advertising isn’t al- 
ways any too snappy at the best (al- 
though we subscribe to it heartily, as 
do all our supplying mills.) 

Why (and I repeat “at this late 
hour”) don’t we draw up a standard 
emblem something like this: 





SUPPORTING 


National 
Defense 


U.S.A. 











and devote the rest of the space to 
telling the story? 
H. F. RosBerts, 
Williams and Company, Inc., 
Cleveland. 
vyv¥y 

RECOVERING STRATEGIC METALS 
To tHe Eprror: We have started 
here in Meriden among our local ad- 
vertisers a program that we feel if 
promoted nationally, will create huge 
stock piles of vitally needed copper, 
lead, and zinc. Details of this plan 
which covers the reclaiming of these 
metals from obsolete printing plates 
are given in the attached issue of the 
local paper. The advertisers here in 
Meriden donated the metal to the 
Government and the Boy Scouts make 
the metal useable by removing the 
wooden bases from it. The wood is 
then turned over to the local needy 
It occurred to me through the Na- 
tional Association of Industrial Adver- 
tisers you could arrange to get this 


underway in the various cities of the 
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country. I believe the New Jersey 
chapter of the association is arranging 
a program of this type, but I do not 
believe any of them so far has worked 
out a detail arrangement with the Boy 
Scouts as we have. I know the Boy 
Scouts would be glad to coéperate in 
all centers. The main thing is to co- 
érdinate it, and we believe this can 
best be done through the various chap- 
ters of the association. 

It would be fine if you could let 
us hear from you on this and advise 
whether you could arrange a national 
program of this through the associa- 
tion in the interest of National De- 
fense. 

H. L. Harrison, 
Director Advertising and Sales 
Promotion, The Miller Company, 
Meriden, Conn. 
. = + 
FAINT HEART NEVER WON, ETC. 

To tHe Eprror: At the time you 
sent us a questionnaire on external 
house organs, I was particularly inter- 


ested in whether you would be receiv- 





ing the right kind of replies to enable 
you to prepare a good article. Since 
then, I have carefully read the articles 
tnat resulted, and have found them 
very interesting, including the han- 
dling of the illustrations. 

I think it goes without saying—but 
I will say it anyway—that we thor- 
oughly appreciate your having singled 
out “Link-Belt News” as “perhaps one 
of the most startling successes in the 
external house organ field,” and illus- 
tration of front and back pages of the 
June issue. 

We are debating whether we should 
submit the “News” in this year’s Di- 
rect Mail Advertising Association con- 
test, and it may be that we will do so, 
although we have always felt that a 
house magazine with plenty of color, 
such as the “Allis Messenger,” “Steel 
Horizons,” etc., stands more of a 
chance of winning an award. 

R. B. Kern, 
Editor, “Link-Belt News,” 
Link-Belt Company, Chicago. 
+.  ¥ 
ECHO OF CORA CALYX 

To tHe Eprror: I was much in- 
terested in reading a letter from J. F. 
Apsey, Jr., advertising manager, The 
Black & Decker Mfg. Company, Tow- 
son, Md., published in the July issue 
of INDUsTRIAL MARKETING, concern- 
ing the use of “sex appeal” in the 
Davis Calyx Drill Company advertis- 
ing back in 1905. (See p. 48, July.) 

He says he doesn’t know how good 
the selling appeal was—perhaps I can 
give you the answer as Cora Calyx 
was one of my early brain children 


Boy Scouts of Meriden, Conn., busily at work salvaging metal from old cuts for de 
fense use. The idea was suggested by H. L. Harrison, advertising manager, The Miller Co 
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It’s not too late?! 


RESERVE SPACE NOW 


IN THE 


METAL INDUSTRY’S GREAT MAGAZINE VALUE 


greatest metal event in years—the 
forthcoming National Metal Congress 
and Exposition—will be featured in the Oc- 
tober issue of Metal Progress. This is the 
monthly magazine of the American Society 
for Metals, sponsor of the Exposition. 


This Metal Exposition Pre-View will be in 
the hands of more than 13,000 A.S.M. metal 
men before they leave for the Show, and 
will be circulated at the Show itself as an 
accepted feature of this event. 


But this Pre-View is only one of the fea- 
tures of Metal Progress in October. Com- 
plete editorial and advertising sections, each 


SEE US AT BOOTH NUMBER 1, TORONTO 






















with its individual front cover, will feature 
these eight topics— 
Non-Ferrous Metals 
Heat Teeuting and Finishing 
Testing and Control Instruments 
Steels and Irons 
Forging and Metal Working 
Furnaces ont Refractories 
Heat and Connie Resistant Metals 


Welding and Cutting 


Place your advertising in any of these 
sections alongside authoritative news of 
technical developments and scores of engi- 
neering data sheets, and be an important 
part of this great magazine value. 


Time is short, so write or wire collect today 
for positions. No increase in advertising 
rates. 














PUBLISHED BY AMERICAN SOCIETY FOR METALS, 7301 EUCLID AVENUE, CLEVELAND, OHIO 
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Lone NEEDED 
Now AVAILABLE 
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An effective, eco- 
nomical me- 
dium blanket- 
ing entire mar- 
ket for electri- 
cal products. 


30,000 monthly circulation guaranteed 


OCTOBER MAILING: 


Culled by leading authority from over a million names. 


I I os go ts ©. cee deaiebeaeessdnes 5,000 
(Equipment, Apparatus, Appliances, Radio, Supplies) 
Industrial Plants Rae es! Te A ey ee 15,000 
(Electrical Engineers, Plant Engineers, Maintenance Engineers, Chief Electri- 
cians, Master Mechanics (Purchasing Agents) 
Utilities Ste cue nah ee 3,000 
Extractive Industries Paap te seed oie ares eae 2,000 
Transportation Industries pita maa Se ‘ccanual 1,500 
Electrical Contractors and Motor Repair Shops soccer 
Electrical and Industrial Distributors and Agents or . 2,000 
Electrical Consulting Engineers................... -ieasteaneawan 500 
TOTAL Be Ee Te OEE ea ea yall teccs Cee 


Detailed Analysis available on request. 


ECONOMICAL COVERAGE 


9 page, 34%"x444"”—$ 82.00 per issue on 12-time basis. 
9 page, 34,"x944”"—$160.00 per issue on 12-time basis. 
Agency Commission, 15 per cent. 
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the Calyx. Diamondiess 


Process of prospec irilling 


DAVIS CALYX DRILL CO. 
65 CEDAR STREFT, NEW YORK 


and “the point of interest” in four 
inserts run on lavender paper in Mines 
§ Minerals when Fritz Frank (late 
president of The Iron Age) was a 
solicitor on that paper. 

The advertisements pulled several 
thousand inquiries from all over the 
world—one I remember was from a 
mining company in Australia who, for 
some reason or other, sent a fair sized 
nugget with its inquiry. 

I think it is safe to say that the 
great majority of the inquiries were 
more or less of a kidding nature, but 
there were enough legitimates to make 
the campaign well worth while. 

The Davis Calyx Drill Company 
was a subsidiary of the Rand Drill 
Company which later became the In- 
gersoll-Rand Company. Perhaps they 
have a more accurate record of actual 
sales than I can give you. After all, 
it was quite a long time ago! 

Pur Kosse, 
New York. 
vvy 
LOOKING AHEAD 

To THE Eprror: Quite often when 
driving to make a call I wonder 
whether or not our organization is 
growing soft due to the ease of secur- 
ing business, and whether or not we 








MANY NEW FEATURES WRITE FOR PRE-PUBLICATION ISSUE 


will lose our aggressive competitive 





Tabloid newspaper format. 

Short, trenchant editorial text on topics vital 
to buyers of electrical products under direc- 
tion of Glenn Sutton, for more than sixteen 
years associated with the electrical industry 
Text devoted to new equipment, parts, mate- 
rials and literature, is ingeniously keved to 
make inquiry easy for interested readers 
Advertisements limued to 1/9 and 2/9 page 
All advertising next to reading 

Circulation managed by W. P. Woodall, 
authority on personalized industrial lists. 
Addressed to individuals of known impor- 
tance—by name and title. 


Note the character of contents described and 
judge the interested reception awaiting every 
issue of this first and only publication com- 
pletely covering the personnel activity in- 
terested in what's new in electrical equip- 
ment, parts, materials and manufacturers’ 
literature. 


Tremendous reception awaits 
initial—OCTOBE R— issue. 
Final Closing Date—September 25. 
An opportunity to broadcast your message 


to the entire active buying-power in the 
markets where electrical products are used. 





Evecrarcat Eoqurmenr 


Published by 
SUTTON PUBLISHING:-CO., 





62 EAST 42ND STREET, NEW YORK 
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spirit. I believe we should think about 
this from time to time and keep our- 
selves in trim for the days when busi- 
ness will be hard to get and all of our 
ingenuity and resourcefulness must 
again be called into play. 

It is quite natural that we should 
become impatient with the demands 
of some who wish early delivery and 
late pickup service. We should be most 
careful in those cases to exercise ex- 
treme patience in attempting to ex- 
plain to the satisfaction of the cus- 
tomer why it is impossible to secure 
these services at all times. 

In connection with this problem a 
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quotation has recently been called to 
my attention, which seems worth re- 
peating, “A corporation may spread 
itself over the entire world and em- 
sloy 100,000 men, but the average 
person will usually form his judgment 
of it through his contacts with one 
individual. If this person is rude or 
inefficient, it will take a lot of kind- 
ness and efficiency to overcome the bad 
impression.” Shouldn’t we all think 
of this in the light of what our prob- 
lem will be when the defense program 
is over? 
JoHN SCHEELAND, 
Freight Agent, Consolidated 
Freightways, Inc., Portland, Ore. 
vvy 
PUTTING IT TO WORK 
To tHe Eprror: May we compli- 
ment you on your fine August issue 
with particular reference to the article 
by Kenneth W. Akers, “Practical Ad- 
vertising Under Defense Conditions?” 
If what the very illusive “They” 
say, is true, his ears will burn when 
we quote from his article at our ad- 
vertising policy meeting. 
E. F. Luna, 
Advertising Manager, Anaconda 
Wire & Cable Company, New York. 
. ©. 
SUGGESTION ACCEPTED 
To tHe Copy Cxwasers: Your 
criticism in the August issue of IN- 
DUSTRIAL MarKETING of the Hays ad 
headed “‘Modernize with Hays” is en- 
tirely justified. At the time this 
seemed to be the easiest way out of a 
situation that demanded speed so we 
simply took one of our regular sized 
ads and reduced it as you will note by 
the enclosed copy. In the regular size 
ad, of course, the effect is OK. I agree 
that it is not so hot when reduced. 
As the fellow said who was about 
to be hanged—This will be a lesson to 
us—so it is not likely to happen again. 
Thanks for the knock. 
Freperic I. LACKENS, 
Advertising Manager, The Hays 
Corporation, Michigan City, Ind. 





Epiror’s Note: The point made by 
The Copy Chasers was that a 7x10 ad 
reduced to half-page size in reverse made 
reading difficult. (See p. 76, Aug.) 


we ©€ 
CHEERFUL NEWS 
To tHE Copy Cnasers: I guess 
you fellows get a good many bunches 
of sour grapes from time to time so 
that a kind word would be welcome. 
Before writing copy for a new ac- 


count I clipped and assembled about 


twenty-two sets of “O. K. As In- 
serted” from back issues of INpus- 
TRIAL MARKETING. In them were 
many helpful ideas which can be ap- 
plied to our new baby. I also found 
three bouquets for our clients, Syn- 
thane Corporation and American Engi- 
neering Company, which had _ been 
overlooked before. 

When our new campaign is ready, 
we want you to see what you were 
partly responsible for. 

H. S. THOENEBE, 

John Falkner Arndt & Company, 

Philadelphia. 


WIDE READERSHIP 


To THE Eprror: INpusTRIAL Mar- 
KETING is one of the publications | 
make it a point to read regularly, and 
my observation is that it is read with 
equal interest and profit by men of im- 
portance in the field which it covers. 

WALTER SEILER, 
President, The Cramer-Krasselt Co., 
Milwaukee. 





MacDonald-Cook Adds U.S. Slicing 


MacDonald-Cook Company, South 
Bend, Ind., has been appointed to handle 
the advertising of U. S. Slicing Machine 
Company, LaPorte, Ind. 
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Value of Census of 
Manufactures Imperiled 


@ WIDESPREAD amazement was expressed 
last month when industrial advertisers learned 
that the Senate had passed bill $.1627 which 
would place the biennial Census of Manufac- 
tures on a five-year basis. If the bill is passed by 
the House, which is expected, industrial market- 
ers will be deprived of one of the most useful 
services coming out of Washington. 

Officials of the Department of Commerce and 
the Bureau of the Census in Washington point 
out that the bill is part of census legislation re- 
quested by Secretary of Commerce Jesse H. 
Jones. But so far as is known, no one in organ- 
ized industrial marketing circles was ever que- 
ried as to the advisability of the proposed change 
or what the field in general thought about it. 
Had that been done, it is quite likely the bill 
would not have been introduced in the Senate 
—that is, if the wishes of those concerned were 
heeded. 

Census officials further try to gloss over the 
proposed change by suggesting that industrial 
marketers might even be better off under the 
new arrangement because the bill empowers the 
Director of the Census “when directed by the 
Secretary of Commerce” to make special sur- 
veys and these might be of much greater value 
and usefulness than the biennial census. In con- 
sidering these possibilities, industrial marketing 
executives are only reminded of the long struggle 
the National Industrial Advertisers Association 
had to get the Bureau of Foreign and Domestic 
Commerce to publish the “Industrial Market 
Data Handbook of the United States” in 1939. 
Year after year, the reason given for delay was 
that the department could not get the insignifi- 
cant appropriation necessary to do the printing 
even after countless hours had been used in its 
compilation. And that was when millions were 
tossed around in Washington like pennies. 

The weakness of the last provision is that it is 
qualified by the further provision that the work 
may be undertaken “if the Secretary of Com- 
merce, after due investigation, shall find the in- 
quiry necessary to serve a broad public need.” 
Does the Secretary know what constitutes a 
“broad public need” in this respect? The present 
bill does not indicate it. And so far as “due in- 
vestigation” is concerned, there is nothing to 
show that such was made in this instance. Fur- 
thermore, no proposed plan for improving the 
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census service to manufacturers has been sub- 
mitted to any organized groups which might be 
interested. 

Therefore, it appears that industrial marketing 
executives have only one alternative by which 
to save what they already have and that is to 
stop the passage of bill S$. 1627 in the House and 
start all over again on a more intelligent and 
considerate basis. 


Priorities Effect 
On Marketing 
@ PRACTICALLY over night, small manufac- 


turers all over the country awoke last month to 
the realization that the swift application of pri- 
orities on practically every kind of raw material 
would soon close their doors if their plants were 
not running on defense orders. 

More than a year ago, manufacturers were 
urged by leaders in industry to plan their opera- 
tions so that they would be helping in the De- 
fense Program while at the same time carrying 
on their regular business. Many did this. But on 
the other hand there was another group made up 
of two parts, one which turned its back on 
Defense work, and the other of smaller com- 
panies who did not know how to go after De- 
fense business or who felt incapable to compete 
against the larger companies. As a result, 
Defense business has found itself in the hands of 
a comparatively few companies who were eager 
to codperate all the way, and the little fellow is 
now feeling the effects of the resulting concen- 
tration of raw material supplies. 

The error which has been committed in this 
situation, however, is now clearly seen and 
groups of small companies in many industrial areas 
have been, and are being, formed to pool their 
production facilities and coéperatively seek De- 
fense contracts direct or by sub-contract. To 
assist the small company to pull into line in this 
work the OPM has set up Defense Contract 
Service offices in the Federal Reserve Banks and 
their branches throughout the country and in 
other industrial centers through which the small 
business man may meet the big business operator 
and arrange for sub-contracts. Thus is provided 
an opportunity for so-called big business to dem- 
onstrate the spirit of the “big brother” and help 
his weaker companion. The small business is an 
essential of the American System, and now is the 
time for bigger business to exhibit its faith. 
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the camera man found the judges in “Industrial Marketing's" Annual Competition for Editorial Achievement busily engaged in selecting material from 311 entries 
| consideration for the sixteen awards. From left are: Louise Dykes, J. Walter Thompson Company; Robert L. Gibson, General Electric Company; Charles McDonoy 
mbustion Engineering Company; Walter Dorwin Teague, designer; and S. L. Meulendyke, Marschalk and Pratt, Inc. 


101 Editors Make 311 Entries in 
Editorial Competition 


@ A TOTAL of 311 entries were 
made by 101 business paper editors in 
INDUSTRIAL MARKETING’s Fourth An- 
nual Competition for Editoral Achieve- 
ment which closed Aug. 1. The ac- 
companying list of publications, and 
the classifications in which they com- 
peted, shows the wide range of fields 
which were covered by the editorial 
material entered. In tune with the 
times, articles dealing with defense 
\ctivities, taxes, and governmental 
regulation of business predominated. 

The Jury of Awards met Aug. 14 
ind 15, in the Crystal Room of the 
Belmont-Plaza Hotel, New York, and 
pent long hours in reading the great 
nass of material and selecting the 
best from each of the five classifica- 
ions from which to pick the win- 
ers. Announcement of the winners 
ind presentation of the trophies will 
be made at 5:00 P.M., Wednesday, 
Sept. 17, as part of the program of the 


National Industrial Advertisers As- 
sociation annual conference being held 
in Toronto, Canada, at the Royal 
York Hotel, Sept. 17-19. 

The presentations will be made by 
Charles McDonough, chairman of the 
Jury of Awards, who is past president 
of the NIAA, and advertising man- 
ager, Combustion Engineering Com- 
pany, New York. Other members of 
the jury were Robert L. Gibson, as- 
sistant to manager, publicity depart- 
ment, General Electric Company, 
Schenectady, N. Y.; Louise Dykes, 
space buyer, trade and technical de- 
partment, J. Walter Thompson Com- 
pany; S. L. Meulendyke, vice-presi- 
dent, Marschalk and Pratt, Inc.; and 
Walter Dorwin Teague, eminent in- 
dustrial designer, all of New York. 

One First Award and two Awards 
of Merit will be made in each classi- 
fication, with a Special Award in clas- 
sification § for the publication which 
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maintained the highest typographical 
excellence during the year. The num- 
ber of publications and entries com- 
peting in each classification were as 
follows: Classification 1, for the best 
series of articles or editorials, 77 en- 
tries by 52 publications; classification 
2, for the best’ single article or edi- 
torial, 98 entries by 53 publications ; 
classification 3, for the best illustra- 
tive technique, 67 entries by 29 pub- 
lications; classification 4, for the best 
published research initiated by the 
publication, 38 entries by 31 publica- 
tions; classification 5, for the greatest 
improvement in format and general 
appearance, 31 entries by 31 publica- 
tions. 

The publications and the classifica- 
tion in whch they competed were as 
follows: 

Air Conditioning & Refrigeration News, 

l 2 4. 

The American Brewer, 5 
(Continued on Page 116) 
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Only twice in a quarter of a cenfii 


0. December ist the 18th Exposition of Chemical 
Industries will open at Grand Central Palace, New 
York—and history will have repeated itself! 
Just 26 years ago the first “Chem Show” opened 
there, and chemical engineers from all over the 
country met for the first time to trade ideas with 
their contemporaries, and discuss production and 
maintenance problems with suppliers of equipment 
and materials. The world was at war. The cessation 
of foreign chemical imports, plus the growing needs 
of the Allies for chemically processed materials, 
gave life and vigor to the great American Chemical 
Industry we know today. Then, in a five-year per- 
iod, the value of its products increased from $1,321,- 
000,000 to $3,196,000,000—and that’s a market! 
History repeats! 
For the second time in a quarter century the 
“Chem Show” opens with the world at war, foreign 
competition at a standstill, and American Chem- 
ical Industry again in a position to profitably ex- 
pand its activities and increase its markets. 
Chemical Industry's opportunity 1s your oppor- 
tunity—one that comes but once in a generation. 
Capitalize on it in one or both of these two ways: 


Exhibit at the Chem Show 


Representation at the 18th Exposition of Chem- 
ical Industries is important — probably more so 
than ever before. Even though you're sold out 
months in advance and do not want to write a 
single order right now, this year’s show is going to 
be the mobilization center for thousands of key 
men in Process Industry who even now are spend- 
ing much of their time on plans for post war pro- 
duction. Many of these visitors are new — new to 
the Process Industries, new to the Chemical Ex- 
position, new to you. They're thinking in terms of 
equipment and mat¢rials much of which may be 
yet unknown or, at best, undeveloped. It’s going to 
be a meeting of minds and the contacts these men 
make and the decisions they reach will influence 


their purchases for years to come. 


Advertise in Chem & Met 
Whether or not it is possible for you to exhibit at 
the Chemical Exposition, be sure to place the facts 
about your products and service facilities before 
the passing parade of chemical engineers who will 
attend the show as well as those who must stay 
at home. 

The “Chem Show” issue of Chem & Met will 
carry the value of the 18th Chemical Exposition 
far into the future. It will reach out to new buying 
factors who have entered your market in the last 
few months — young men just out of college, filling 
out the expanded roll of workers as Chemical In- 
dustry moves ahead; old timers with new and 
greater responsibilities, filling key jobs, important 
to you. Published in November, it will arrive on 
the desks and in the homes of your prospects and 
customers in ample time to help them plan their 
visits to the show; and it will be waiting for them 
when they return — as a reminder of the men and 
exhibits they saw. 

This will be an issue you cannot afford to 
to miss — and one in which you can well 
afford to double the size of your regular 
advertising space, because — 

November Chem & Met, carrying the Ex- 
position Guide & Directory, a complete pre- 
view of exhibits and technical developments 
to be seen at the Show, and the greatest selec- 
tion of advertised merchandise of any pub- 
lication in the Process Industries, will be read 
by chemical engineers all over the country. 

Reach the Chemical Engineer through 
November Chem & Met, and you reach the 
key buying factors in the Chemical Process 
Industries. 

Plan your advertisement now. 





Forms close October 25 


i 


aN OPPOR! 


* he 


eS 


i 


ao 





op Hi 
"=e __ 


ORE OY Por 


Pm I, ll « 
RO Sa NS 5 AE Mig SE 2 68 


it will pay YOU to advertise 
in November CHEM & MET 


atures 








regular editorial content of November Chem & Met 
will be largely devoted to a preview of what’s to be seen 
at the Chem Show — machinery, materials, research de- 
velopments, personalities, special feature events, 
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The Dosing “Chemical Engi- 


neering Achievement” of the last 
two years will be described in this 
issue. Every two years Chem & 
Met honors an organization in 
the Chemical Process Indus- 
tries with the presentation of 


a beautiful bronze plaque in *CHEM & MET AWARD 
recognition of its outstanding Previous Winners: | 

















contribution to the advance- c 
ment of chemical engineering ~~ t- L - hepa heer 





in industry. This biennial 4937 —sonsante Chemical Co. 
Chem & Met award* has be- 4939 — Standard Oi Development a 


come justly famous. Leading 

manufacturers are eager to win it; and by the 
time the “Chem Show” rolls around, interest in 
its presentation, and in the story of the chemical 
engineering achievement behind it has reached a 
high point. 





The November on & Met's regular monthly 
“Report to Chemical Engineers”— Progress in Equip- 
ment Design and Construction — will attract additional 
attention to exhibits at the show and to advertisements 
in this “Chem Show” issue. 


The complete Exposition He. & Directory, which 

will be distributed to all Show visitors at the official 

registration desks, will be bound into November Chem 

& Met and form an integral part of this issue. Exhibitor- 

advertisers in November Chem & Met, at modest extra 

cost, may have their advertisements reprinted in the 

Exposition Guide & Directory, in this way enjoying full 

advantage of the combined circulation of November 

Chem & Met (over 20,000—two weeks in advance of 
= the Show) and of the Guide & Directory (25,000 guar- 


J 1 . anteed — at the Show) ; a total of over 45,000. 
weliEMICA 
vetatiergicss BNGINEERING 


Mc’ raw-Hill Publication BBC 330 West 42nd Street, New York, N. Y. 
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[CONTINUED FROM PaGE 20] 


NIAA Conference 


fied according to six major product 
divisions: major equipment; acces- 
sory equipment; operating equipment; 
fabricating parts; metals, non-metallic 
materials. Entries will be further 
broken down according to small and 
large appropriatons, the dividing line 
being $40,000. 


The Exposition 
In connection with the NIAA con- 
ference, an exposition of the latest 


developments in media and services 


used by industrial advertisers is pro- 


vided for the enlightenment of the 
visitors. In addition to the usual ex- 
position, this year there will be a 
special exhibit of British industrial 
advertising which has been compiled 
in London showing how manufactur- 
ers in a country at war have main- 
tained their advertising programs and 


illustrating the techniques being used. 


Ladies’ Entertainment 


Ladies attending the conference 
(no registration fee required) who 
are not interested in the program ses- 
sions are always well entertained, and 








Here are the media to help you 
Make the ‘Good Neighbors’ 
BETTER CUSTOMERS... 


E'Autonsvit finmacturico 


®@ These magazines long have been on 
the job of cementing Hemisphere rela- 
tions and have many thousands of sub- 
scribers in all Latin-American countries 
—leaders of business and opinion, gov- 
ernment officials, engineers, contractors, 
industrialists, transportation and auto- 
mobile dealers and distributors, import- 
ers in various fields, druq and pharma- 
ceutical people, hospital directors, etc., a 
large cross section of Latin-America. _ 


Sample copies of these SPECIALIZED 
export magazines, circulation state- 
ments, etc., will be sent on request. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
330 WEST 42nd STREET, NEW YORK CITY 


Publishers of INGENIERIA INTERNACIONAL, EL FARMACEUTICO, EL AUTO- sad 
MOVIL AMERICANO. THE AMERICAN AUTOMOBILE (Overseas Edition), TH % 
BUYERS GUIDE for Latin American Engineering and Industry, and THE BUY- 

ERS GUIDES for Overseas Automotive Distributors. 

BRANCH OFFICES—16 South Broad Street, Philadelphia; 1427 Statler Bldg., Perk . | 

Square, Boston; Hanna Bidg., Cleveland; 520 N. Michigan Ave., Chicago; General ; 

Motors Bidg., Detroit; 68 Post Street, San Francisco; 517 North Beachwood Drive, .. 4 

Los Angeles; 101! Rhodes-Haverty Bldg., Atlanta, Ga. <3 a 
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this year under the direction of D. 
McCrimmon, C. A. Dunham Com- 
pany, Ltd., chairman of the ladies’ 
hospitality committee, the following 
activities have been_ scheduled: 
Wednesday, luncheon at the Guild of 
All Arts followed by a tour to see 
artists and craftsmen producing han- 
dicraft articles and objects d’art in the 
Canadian tradition. Publishers’ re- 
ception in the evening. Thursday, 
conducted tour through “Little Nor- 
way,” headquarters of the Royal Nor- 
wegian Air Force, where training is 
in progress. Refreshments upon re- 
turn to the hotel. Banquet and danc- 
ing in the evening. Friday, visit 
to Royal Ontario Museum, Canada’s 
largest, containing one of the world’s 
finest Chinese collections. Alterna- 
tive, inspection of the last word in 
culinary efficiency in the Royal York 
kitchens, followed by tea at the Royal 
Ontario Museum. 

Attendance promotion for the con- 
ference has been handled by a com- 
mittee headed by T. H. Dowsett, 
Trane Company of Canada, Ltd., and 
publicity has been under the direction 
of T. S. Glover, Russell T. Kelley, 
Ltd., Hamilton, Ont. 





Issue Booklets on 
Government Buying 


A pamphlet designed to supply informa 
tion concerning procedures employed by 
various government agencies in making 
routine purchases of merchandise for 
civilian needs was made available last 
month by the Department of Commerce 
for the information of businessmen who 
desire to sell to federal units 

Army and Navy purchasing, it was an 
nounced, is explained by two booklets pub 
lished by the respective departments. The 
“Army Purchase Information Bulletin” 
(1940) may be had by writing the War 
Department; “Selling to the Navy” may be 
had upon application to the Navy Depart 
ment, both at Washington, D. C 

The Department of Commerce booklet, 
“How to Sell to the Government for 
Civilian Needs,” may be had _ without 
charge upon application to the department 
at Washington or any of its field offices 
centrally located throughout the United 
States 


Manufacturers’ Salesmen Help 
Distributors on Priorities 


Salesmen of the Holo-Krome Screw Cor 
poration, Hartford, Conn., and The Black 
&@ Decker Mfg. Company, Towson, Md., 
last month were assigned to helping their 
distributors get afhdavits from their cus 
tomers under the Defense Supplies Rating 
Plan so they could get shipments of orders 
from their suppliers. The educational work 
which the men in the field did has greatly 
clarified the situation among the trade and 
their customers 

W. C. Stauble, vice-president, Holo 
Krome, has been made chairman of the 
Industrial Supplies Defense Committee ot 
the industrial supply industry 
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Look What You Get at 
No Advance in Space Rates 


Both January issues will inelude Directory Sections—each serving its respective market. In 





y each Directory Section EVERY applicable product will be listed alphabetically, plus a list of 
all manufacturers, plus all trade names. Names of advertisers as they appear in the Directories 
will be conspicuously “dotted”—reference made that their selling messages are on hand. The 
ONLY Complete, Authoritative Buying Guides covering the entire air conditioning and allied 
equipment field—books that will be USED again and again throughout 1942 whenever buying 


decisions are made. 


Both January issues will feature the Air Conditioning Show, Philadelphia, January 26 to 30— 
each previewing this Show from the special interest angles of its reader audience. These January 
. issues will reach subscribers before the Show opens—for those who attend, a “Where to Go” 


and “What to See” Guide—for those remaining at home, “the Whole Show in Print.” 


Both January issues will also be “regular,” in that each will carry its full quota of timely, up-to- J 
the-minute articles and engineering data as does every other issue of HEATING, PIPING & 


AIR CONDITIONING and AMERICAN ARTISAN. 


Yes, Mister, here are the BEST advertising buys of 1942 for every manufacturer in air condi- 





tioning—Immediate Cover-to-Cover Attention and Sustained Selling Power for 12 Straight 





Vonths. Use one or both January issues as your products may require. NO ADVANCE in 






space rates! Should we contact you, or your agency? 








oy Yb Ae Ce ee 











Industrial 
expositions 








Sept 15-16 Tanners Council ot Amer 
ica, New York City 100 Gold St., 
iwew York 

Sept. 15-19 American Hospital Associ- 
ation, Atlantic City, N. J 18 E. Di 

vision St., Chicago 

Sept. 16-18. National Contract Hardware 
Association (with American Society of 
Architectural Hardware Consultants), 
Chicago 441 Lexingtor Ave., New 
York 

Sept. 16°18 Roadmasters and Mainte 
nance of Way Association of America, 
Stevens Hotel, Chicago. 332 Dearbor: 
Station, Chicago 

Sept. 17-19. 19th Annual Conference and 
Exposition, National Industrial Adver 
tisers Association, Royal York Hotel, 
Toronto. J. A. M. Galilee, Canadian 
Westinghouse Electric Company, Ltd., 
Hamilton, Ont 

Sept. 18-20. National Association Photo 
Lithographers, Cincinnati. 1776 Broad 
way, New York 


Sept. 20-Oct. 18. Civilian and National 


Defense Exposition, Grand Central 
Palace, New York. Almon R. Shafter 
Grand Central Palace, New York 


Sept. 22-26 Western Safety Confer 
ence, Seattle. 2129 Grove St.. Oakland 
Calif 


Sept. 23-26. Association of Iron and Steel 
Engineers, Public Auditorium, Cleve 
land. 1009 Empire Bldg., Pittsburgh. | 

Cemetery’ 


Sept. 28-Oct. 1 American 
176 W 


Owners Association, Chicago 


Wisconsin Ave., Milwaukee 


Sept. 28-Oct. 4. American Transit As- 
sociation & Afhliated Associations, At- 
lantic City, N. J 292 Madison Ave., 
New York 

Sept. 29-30. National Lubricating Grease 
Institute, Stevens Hotel, Chicago. 498 
Winspear St., Buffalo 

Sept. 29-Oct. 2. International Municipal 
Signal Association, St. Louis. 8 E. 41st 
o., New York. 

Sept. 29-Oct. 2. American Mining Con 
gress-Metal Show, San Francisco. 309 
Munsey Bldg., Washington, D. C 

Sept. 29-Oct. 3 National Recreation 
Congress, Baltimore 315 Fourth Ave., 
New York 

Sept. 29-Oct. 5. American Poultry Con 
gress, Waterloo, la E. S. Estel, Sec’y 
Mer., Waterloo, la 

Oct. 3-8. American Meat Institute, Chi 
cago. 59 E. Van Buren St., Chicago 

Oct. 6-8. National Electrical Contractors 
Association, Rice Hotel, Houston. 420 
Lexington Ave., New York 

Oct. 6-9. American Institute of Park Ex 
ecutives, New Orleans 4941 Elliot 
Ave., Minneapolis 

Oct. 6-10. National Restaurant Associa 
tion, Chicago. 666 Lake Shore Drive, 
Chicago. 

Oct. 6°10 
Exposition, Chicago 


National Safety Congress & 
20 N. Wacker 


Drive, Chicago 





Required Reading 


Defense work is “on the double quick.” There's no leisure time for 


contractors and engineers who buy and use your equipment... but 


they take time to read Construction Digest. It gives them complete, 


concise last-minute news of the billion dollar construction market in 


Illinois, Indiana and Ohio. 


Put Construction Digest on your sched- 


ule and you put your sales message on the required reading list of 


your prospects, 


IMlinois Indiana Ohio Public Work 


Indianapolis 


Construction [)icEst 





70 


Oct. 8-10. Annual Convention, Direct 
Mail Advertising Association, Mount 
Royal Hotel, Montreal. Spalding Black, 
Canadian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal 


Oct. 11-18. National Dairy Association, 
Memphis. 308 Washington, Chicago 


Oct. 12-15. Mail Advertising Service As- 
sociation, Baltimore. 1005 Park Ave. 
Bidg > Detroit 

Oct. 12-15. American Public Works As- 
sociation, New Orleans. Norman Heb- 
den, 1313 E. 60th St., Chicago. 

Oct. 13-15. Advertising Specialty Na- 
tional Association, Chicago. 1426 G 
St., N.W., Washington, D. C 

Oct. 13-16. National Canvas Goods Mfrs. 


Association, Dallas 3921 Gaston, 
Dallas 
Oct. 14-16. American Railway Bridge U 
Building Association, Stevens Hotel, 


Chicago. 332 Dearborn Station, Chi- 
cago 

Oct. 14-17. United States Independent 
Telephone Association, Hotel Stevens, 
Chicago 

Oct. 17-20. American Institute of Laun- 
dering, Cleveland Albert Johnson, 
Sec’y, Drawer 1187, Joliet, Ill 

Oct. 19-25. American Welding Society, 
Philadelphia Commercial Museum, Phil 
adelphia. 33 West 39th St., New York 

Oct. 20-23 American Gas Association 
(Appliance & Equipment Mfrs.), At- 
lantic City, N. J. 60 E. 42nd St., New 
York 

Oct. 20-24 
delphian Hotel, Philadelphia 
St., Stamford, Conn 

Oct. 20-24. National Metal Exposition, 
Philadelphia. 7301 Euclid Ave., Cleve 
land 

Oct. 20-25. Dairy Industries Exposition, 
Toronto, Ont., Canada 232 Madison 
Ave : New York 

Oct. 21-24. American Merchant Marine 
Conference, San Francisco 17 Battery 
Place, New York 

Oct. 27-29 Paint Industries Show, Chi 
cago. 376 W. Third St., Everett, Mass 

Oct. 28-30. Railway Electric Supply Mar 
ufacturers Association, Sherman Hotel 
Chicago 600 W Jackson Blvd., Chi 
cago 

Oct. 28-31 National Association Prac 
tical Refrigerating Engineers, Det 
228 N. La Salle St., Chicago. 

Nov l 3 National School Cafeteria A 
sociation, San Antonio University 


Mississippi, University, Miss 


The Wire Association, Phila 
300 Main 


Nov. 11-14 National Association of Icé 
Industries, Toronto 1022 Investment 


Bldg., Washington, D. C 

Nov 30-Dex 5 National Association « 
Amusement Parks, Pools & Beache 
Chicago 201 No. Wells Bldg., Cl 
cago 

Dec. 1-6. 18th Exposition of Chem 
Industries, Grand Central Palace, New 
York. Charles F. Roth, Grand Cent: 
Palace, New York 

Jan., 1942 American Society of Heat 
ing & Ventilating Engineers, Philade 
phia. 51 Madison Ave., New York 

Jan. 20-22. Western Retail Implement 
Hardware Association, Kansas Cit 
Mo. 322 Searritt Bldg., Kansas Cit 

Feb. 23-28 Automotive Service Ind 
tries Show, Atlantic City, N. J. 1) 
Merchandise Mart, Chicago 

Apr. 14-17. Packaging Exposition a 
Conference, Hotel Astor, New Yor 
American Management Associat! 


330 W. 42nd St... New York 
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OUR BUSINESS IS NOT AS USUAL! 


That’s expected — we industrial distributors built 


® Our business is not as usual —not by a long sight. 
We have everything from cement-coated nails to 
ctric motors to find for hundreds of new defense 
ints. 
Our job is cutting lost time—finding a way 
keep munitions and defense-item plants go- 
x top speed. 
That may mean making a tap out of a reamer. It 
1y mean going 150 miles to get a compressor. It 
1y mean digging through every available stock to 


t a couple of dozen left-handed capscrews. 


our businesses that way—and we'll keep’em that way. 

But that doesn’t leave us time to sit around and 
talk. If you want to reach us—keep us sold on you 
and your products—better put your story in the 
source handbook we use hundreds of times every 
working day (and what day isn’t?). 

The source book? It’s the Annual Buyers’ Refer- 
ence Number of Mill Supplies—published every Mid- 
December—the only directory published exclusively 


for industrial distributors and their salesmen. 


HE ANNUAL BUYERS’ REFERENCE NUMBER OF MILL SUPPLIES 


330 WEST 42nd STREET, NEW YORK, N.Y. 








e have- 
807 MACHINE TOOLS 
62,255 MAN HOURS (rs wx.) 





aseist 


machine tools, hundreds of shilled 





mechanics 





onuble manage 


ment expenenced engineering 
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hom cendhons 
Known as the CANTON DEFENSE 


PRODUCTION ASS A s 
perme CoaTeactees ... 
se sub-contre 


ths group has carefully studied 
ts combined assets knows exactly 


Write to 


THE CANTON DEFENSE. 0% om! 
1 ASSOCIATION nay bo aunt « 
o00 « @anenr ave. CAMTOM OmO ad = 
OWES & GORFY— CO O#DINATOR 
ee at A tyme cane 


Twenty-six smaller companies in Canton, O.., 
have formed The Canton Defense Produc- 
tion Association and are using space in 
i WH A'T’S THE ANSWER? business papers covering the metal working 

4 w . industries to offer their combined produc- 
{ tion facilities for sub-contracts from prime 
contractors. Many such groups are forming 





To find new sources fast-——time is far too valuable today to be 
spent on a directory less complete than MacRae’s Blue Book: 
the only all-inclusive combination of accurate answers to industry's [CONTINUED FROM Pace 16] 
vital buying questions. 


Sub-contracting 


The general search fo suppliers and the presence of new and 
uninformed purchasing executives make MacRae’s new 49th An- 
nual Edition——just out—more valuable than ever. In 55,000 
plants and service organizations MacRae’s is referred to quickly 
and often for pertinent buying information—in government offices, 
factories, power plants, railroads, contracting firms, mills and mill 
supply houses, and institutions. 


| themselves must realize the tough spot 
they are in and give OPM a chance to 
help. Defense Contract Service must 
be advised of the problems of these 
priorities victims. Manufacturers must 


. , a selling job to prove their facilitie 
For listings of every needed industrial product, MacRae’s stands | do a selling job to pri Sane aE 
can be adapted to defense. This is 


head and shoulders above its field. Its scientifically balanced dis- 
tribution insures thorough circulation to the cream of America’s primarily a local job, to be done in 


purchasing power. | codperation with the nearest regional 


, . _ : office. Special problems must be con- 
The new MacRae'’s contains more advertising listings and lineage F 


than in over a decade. Farsighted industrial advertisers have rec- 
ognized that its influence will extend for five or more years. 


sidered at headquarters in Washington, 
but many can be solved locally. In 


; many cases, a civilian goods manufac 
You are invited to stop and become better acquainted with ; 


MacRae’'s Blue Book at Booth ys N. L. A. A. Conference, 


Toronto, September 17, 18, and 19. 


turer may find his salvation at the 
factory next door where a defense sup- 
plier is overloaded with defense busi- 


ness which he would gladly farm out 


AN INDUSTRIAL “Priority” FoR NEARLY HALF A CENTURY 


if somebody could be found capable ot 
handling the job. The task is to so 


| adapt your plant to accept such work, 





then sell defense officials and prime 
contractors on your ability to fit into 

. ' their picture. OPM chiefs feel that 
18 East Huron Street : 
too many priorities-stricken firms hav« 
: merely sat back and howled that they 
CHICAGO, ILLINOIS ” "eile 
are being forced into bankruptcy 
OPM hopes for more constructive 
a _ coéperation and for less cries for 

OFFICES IN 
mercy. 

. _— -ITIES ; 
PRINCIPAL CITIES Rees Made Tire Ad Manager 
B. F. Goodrich Company, Akron, O 


| has named Frank J. Rees advertising and 
sales promotion manager of the tire ar 
battery lines 
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Fate of Industrial Advertising 


Hangs on a Thread of Usefulness .. . Copy 


which Government might Classify as Helpful to National Defense 


You May Be Out of a Job 
The Wall Street Journal, on Aug. 6 


last, carried a story from its Wash- 
ington correspondent which was 
enough to throw a chill around the 
backbones of you and you and you 
and 

Nothing concrete may come of it; 
nevertheless it should be a source of 
concern to all of us engaged in adver- 
tising to get this clue to the attitudes 
of certain New Dealers toward our 
bread and butter. 

The present moment affords an ex- 
cellent opportunity for idealists to 
make a long-desired frontal attack on 
advertising—not on the true basis of 
their disbelief in its economic justifi- 
cation—but in the guise of ““emergen- 
cy measures.” 

Anyway, as this was being written, 
there was a distinct possibility that the 
considerations of the price policy com- 
mission might include the suggestion 
that advertising becomes even more 
“wasteful” than ever during a period 
when demand is outstripping produc- 
tion and efforts are being made to 
place a ceiling on prices. 

It may be argued that if advertising 
has any reason at all for existence, it 
is to lower prices by increasing pro- 
duction through wider use. That is 
—the more people there are buying, the 
less the cost will be to any individual. 
But even though the idealists may 
grudgingly admit that much, they 
will strenuously deny that advertising 
is needed today pro bono publico. In- 
deed, it can be pointed out that, in its 
own trade journals, the advertising 
profession has been trying frantically 
‘O prepare a sound argument—pro- 
tection of markets in the far future 
—with which to justify to manage- 
ment its budgets for the immediate 





Technique for Ramming Refractory 
Mixtures in Place 





future. And—argues the New Dealer 
—how does that benefit the consumer? 
It doesn’t; instead, the cost of “pro- 
tecting peacetime markets,” “keeping 
our name before the people,” or what- 
ever you want to call it, is being added 
to the already upshooting costs of pro- 
duction which the consumer will ulti- 
mately pay. 

Well, you can make a good argu- 
There will be fewer 
automobiles made, and there’s so much 
demand that advertising’s help won’t 
be needed to get the people to buy 
them. So why not eliminate the cost 


ment out of 


of the advertising from the cost of the 
car? Same with gasoline. The entire 
Eastern Seaboard has been experiencing 
the contradiction of oil companies 
sponsoring baseball broadcasts to make 
people familiar with their products and 
then having to stop selling those prod- 
ucts at seven o'clock. Imagine big 
newspaper campaigns urging the peo- 
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ple to buy less of the advertised prod- 
uct! 

Administrator Henderson, in July, 
suggested to the baking industry that 
the increase in costs due to rising 
prices ot ingredients could be offset, in 
part, by cutting advertising expenses. 
It was later suggested that the extra 
cost of transporting gasoline by rail 
rather than on the water could be re- 
lieved by saving the advertising costs. 

Those events show the temper of the 
men who are wielding such a tremen- 
dous influence over our fates. Forget 
the oil industry as a specific case; just 
try to appreciate the philosophy behind 
the remarks of Thurman Arnold in 
connection with the consent decree in 
the automobile finance situation: 

In the oil industry, to take one ex- 
ample, refiners are deprived of their 
market because of the belief induced by 
great expenditures that good gasoline is 


sold only under particular trade names 
The use of trade names itself is old in 
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Editors and advertisers alike succeed only if they 


Manufacturers who ; 

Manu fac sia help national understand that business papers are read for infor- (j 
make it possible for thew defense; mation. not for fun. | 

advertising people to help their How you use your space to best advantage today } 

transmit vital informa customers: depends upon the same thing that governs the edi- 7 

lion to customers will hel lait tor’s use of his pages: What are the readers’ current : 

reipsolivetheirown problems? 4 

current problems ; hen: What part of your specialized knowledge ; 

do your customers and prospects need most today? : 


help build a sound 
for fu- 


ture business. 


foundation 





ee* - 

(American business possesses tre- 
mendous “stock piles” of useful information. But it 
needs to be distributed quickly where it will do the 
most good. You have some of it. But, chances are, it's 
your customers that need it. 

You face new and perplexing problems today. So 
do your customers. You would probably be grateful 
to your suppliers for any help they might contribute 
toward the solution of your current problems. So 
would your customers appreciate your help. 

In peace time, business men need information if 
they want to progress. In war time they must have 
information if they want to survive. That is why 
many business papers today are accorded top rating 
for cargo space to England and Australia. 

Phat is why business papers are good vehicles of 
communication for advertisers who have useful in- 
formation to convey. 

Advertisers Have Same 

Opportunities as Editors 
The respect that business paper readers feel for 
their editors is in direct proportion to the help 
those editors have rendered over the years. The 
good-will of your customers will depend, espe ially 
in these troubled times, quite largely upon your 
ability to help them. 
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In what form will they find it most useful? 


Too Long For An Ad? 
Offer Useful Literature 


Frequently you will be able to transmit enough 
information to be of practical use to your customers, 
right in the advertising pages. 

Sometimes, however, manufacturers will find that 
the information which is of greatest use to their 
customers is so voluminous that supplementary 
literature must be offered. When that is the case, 
be sure your advertising tells a// that the reader 
must know in order to determine the usefulness of 
the literature; its special application to his new 
problems. 

One manufacturer discovered that customers and 
prospects were faced with the problem of quickly 
training new machine operators. He prepared oper- 
ating manuals and offered them through the medi 
um of his business paper advertising which, 
incidentally, was the only way he could locate many 
prospects who were working in the dark; tomor- 
row's prospects who are blessing him today for the 
helpful literature that speeds the training of new 


operators, 


Dealers and Jobbers 
Need Help, Too 


Today's need for vital information is not restricted 
to industrial, technical, or professional fields. 
Storekeepers will need plenty of help as they face 
increasing consumer dissatisfaction when luxuries 
and even necessities become scarce. The editors will 
help, but each manufacturer concerned has an equal 
opportunity to maintain his own individual stand- 


ing with his trade by making his advertising in 
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dealer publications as helpful as anything the edi- 
y tors do. 

a As one advertiser put it: “If I can’t supply them 
Pi with merchandise, how else can I keep their good- 
J will except by helping them meet their new and 


perplexing problems?” 
What Do YOU Know 
That Will Help? 
That 1s the question to ask yourself when you are 
wondering how to advertise profitably under today’s 
conditions. 

Your advertising opportunity today is the chance 
to speed spec i fic help to customers; pertinent news; 
ideas for speed-ups and short-cuts; ways to increase 
their workers’ efficiency; ideas that will help get 
more out of present equipment; literature designed 
to help with new problems. 

You don't have to be a “big” company or a “big” 
advertiser to do these things. Anyone can at least 
put into his business paper advertising the things 
that he would say to an irate customer who phoned 
for an explanation of a delayed order. You can 
start by telling the facts concerning your position 
and your efforts to speed deliveries. Then maybe 
you can suggest something he can do in the mean- 
time. Even if it isn’t the whole answer to his prob- 
lem, he'll love you for trying. 

However you do it, you help yourself by helping 


your customers and prospects. 


The First Step Is To 
Find Out What Hurts 


IELL ALL No. 2” will be published as a series 
ot booklets. “‘How To Determine Specific, Valid, 
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problems: 


INFORMATION as much as men and materials 


and Adequate Business Paper Advertising Obje« 
tives Today,” is the title of the first which will be 
released in the near future. 

It will contain true-life stories reporting how 
some manufacturers went about finding out how 
they could advertise profitably today. It will tell 
what simple steps lead quickly to a recognition of 
the customer's current needs. It will suggest how 
to analyze those needs in relation to your own situa 
tion, and how to go about developing a specific 
“something” to help. 

If you'll send in the coupon, we'll be glad to rush 
you a copy just as soon as it is off the press. In the 
meantime, base your advertising upon the most im- 
portant thing you know that needs to be communi 
cated quickly and accurately to all of your customers 
and prospects. 

[he simplest way to be sure what your customers’ 
new problems are is to get out and visit with them. 

Chen, just start with one thing. It’s a good first 
step. You can't lick all of your customer relations 
problems all at once, anyhow. 










When you have found a way to 
help customers and_ prospects, 
you will have the answer to the 
question, ‘““‘How can I advertise 


ee profitably today?” 


poco --- 
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New York City 
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yur law and has a proper function 


but with the advent of modern advertis- 


ing the trade name has taken on a new 


an 

By a variety of modern refinements 
upon the methods of the circus barker, 
idvertising is used to build up prefer 
ence for the products of one manufac 
turer or manufacturers solely because he 
has the most advertising money and can 
make the most noise 

Well, what has it all to do with 
copy, which is the business being car- 
ried on at this stand? 

Just this—in our more socialistic 
moods, we Copy Chasers can easily 
convince ourselves that it is what the 
advertising profession has put in/o its 
ads that has made advertising suspect, 
not advertising itself, the Social Force. 

The faults of consumer advertising 
would fill a book (and often have); 
those will get most of the blame when 
our dream world comes crashing 
down. But we can’t do much about 
that, in this space. The faults of in- 
dustrial advertising, however, are our 
business, and we'd like industrial adver- 
tising to have its nose clean when the 
doctors of Capitol Hill come around 
probing. 

Thought for today, then, is this: 
Considering your firm’s present ability 
to meet market demand, and consider- 
ing the universal desire to keep costs 
down, what reason do you have for 
idvertising that can be construed as 
being in the best interests of the peo- 
ple as a whole? 

Some of you dear readers are going to 
sweat to answer that one. Even the 
fine arguments that have appeared in 
this space during past months cannot 
be described as anything but selfish 
irguments for continuing to adver- 
tise. But these are getting to be— 
voluntarily or involuntarily—ansel fish 
times. There’s a war on, you know. 

Well, we've said boo: what now? 
What's to do? 

First, give your advertising copy a 
chilly eye. Examine it, as best you 
can, the way an emissary from a 


Washington alphabetical committee 
might examine it. Is it worth the 
hundred or four hundred dollars it 
costs to publish it in a magazine? 
Worth it to the people of the United 
States, we mean? 

If it promises a lot of owner bene- 
hts, can your plant deliver? 

If it drools patriotism, does it do 
more for morale than giving the dough 
to USO? 

If it seeks to get you a foothold in 
a post-war market, is the cost of the 
increasing the 


space unnecessarily 


price the wartime market must pay? 


80 


From Blueprint [o “Tool-up” 
/n less Than 1 Hour! 


Braze Your Own 
Carboloy Tools 











: Gane eis 
cena 
= a 
= 


BOLOY s.s2= 








Don’t wiggle, brother, this is war. 

Second, after the chilly eye has 
done its work, determine in your 
minds that the firm or firms for whose 
advertising you are responsible will 
not contribute another black eye for 
industrial advertising. Even if you’ve 
got no great solution to the problem, 
don’t permit your advertising to be 
( You 


mean—we've been telling you over a 


ridiculous. know what we 


period of years the goddesses in 
the animals 
the light- 


flaming robes 
the unutterable dialog 
the an- 


houses the leg art 


cient history and so on.) 

Third, try to figure out a reason- 
able solution to this dilemma. We 
den’t know the answer ourselves, but 
let’s think it through. If advertising 
is any good, it increases demand, but 
they say, with no chance of lowering 
costs. That’s bad, and on the other 
hand, if advertising is mo good, it’s a 
waste of money that might be used 
for lowering costs. Solomon, this is a 
sixty-four dollar question. 

Personally, we believe that this great 
industrial country should be permitted, 
even in an emergency, to pursue cer- 
tain of its selfish motives—particu- 
larly the protective ones—and_ thus 
our convictions run contrary to what 
we imagine the Brain Trusters’ are. 

But there must be some point at 
which advertising becomes less ridicu- 
lous, less wasteful in the eyes of the 
New Dealers and, in our eyes, promises 
to fulfill its job of helping business 
firms to build strongly, to invest in a 
prosperous future, not alone to meet 
the exigencies of the moment. 

In conclusion, we'll throw out one 


suggestion. We'll assume your market 
needs to increase production and/or 
lower costs. You either aren’t permit- 
ted or haven’t the facilities to provide 
them with any more of your produc- 
tion. But the market does use or op- 
erate a quantity of your product which 
was bought previously. 

How is it being used? Could it be 
used more efficiently in many cases? 
With better care, would it go further, 
last longer, turn out more? Do all 
your customers know how to get the 
last drop of efficiency out of it? 
Aren’t there “tricks of the 
trade” that aren’t universally known? 


some 


It’s a thought. After all, they’ve 
been telling us how to drive a car to 
Could you do the same 
The government 


save on gas. 
for your market? 
would put its blessing on that kind of 
copy. 

For Example 


Norton Company devotes the best 
part of a two-page spread to an article 
on “Technique for Ramming Refrac- 
tory Mixtures in Place.” It starts, 
“Obtaining satisfactory service from 
a furnace lining is dependeft upon 
two factors of equal importance. First 
is the proper selection of a suitable 
refractory material and secondly is a 
knowledge of the proper method to 
be used for installing the material in 
the furnace.” There is no further 
discussion of “the proper selection” 
until the end; the article proceeds on 
the topic of “the art of installation.” 
There are diagrammatic sketches of 
“typical pneumatic hammers,” “‘shapes 
of ramming tools” and a “suggested 
set-up for ramming lining in rocking 
The idea for this 
series of ads was developed by the 
combined efforts of the agency, sales 
and advertising departments, and most 
Fritts, 


type of furnace.” 


important of all, says A. B. 
a.m., the technical engineers. The 
copy was actually written by 
Henry C. Fisher, technical en- 
gineer. 


The same purpose is achieved with 
a photographic technique by Mason- 
ite Corporation, explaining “Here’s 
How to Apply Masonite Cell-U-Blan- 


ket.” 
steps in the application. 
lery.”’) 

Under the heading, “From Blueprint 
to Tool-up in Less Than One Hour,” 
Carboloy Company, Inc., suggests a 
short cut to avoid delays in ordering 
and delivery: “Braze Your Own Car- 
boloy Tools” (using Carboloy stand- 


A series of close-ups shows five 
(See “Gal- 
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urd blanks). The ad explains the 
technique of “preparing recess in 
shanks,” “brazing blank to shank,” 


There is 


ilso a box showing shapes of tools 


“guiding the brazed tool.” 


that can be made from the blanks. 
This copy, cleverly combining 
“help” and “sell,” was written 
by E. C. Howell, advertising 
manager. 

The Nicholson File Company offers 
1 page of “Hints on Files and Filing.’ 
This prefacing paragraph explains the 
purpose: “The skilled mechanic needs 
little instruction in the use, care and 
choice of files for different jobs. But 
National Defense activity has brought 
into industry many promising though 
less experienced shop men who may be 
helped by these suggestions.” Reprints 
ire offered for shop bulletin boards. 
he page is so crammed with copy, and 
we judge it’s good stuff—all about the 
correct type of file to use on various 
jobs—how to use it, how to take care 
f it. Another swell job of help- 
ing customers make better use 
of the product, written by Ed- 
ward R. Lutz, N. W. Ayer & 
Son, Inc., Philadelphia. 


We Don’t Mean 


The Barrett Com pany has an ex- 
tremely professional-looking ad (see 
Gallery”) with artwork that cost 
plenty and a slick headline: “America’s 
ggest guns point straight up!” That 
refers to smokestacks, and it’s all very 
ine, but—where does this copy get 





vou? 
Looming against the troubled sky, the 
okestacks of industry are testimony to 
e world of America’s strength For 
American industry is Democracy working 


i a brief biography of one typical 


The “Gallery” ——> 


American company suggests the power be- 
hind our biggest guns. 

Take the Barrett Company, for in- 
stance: 

It is 87 years old. In 1854, when it 
was founded, men were blazing western 
trails with long-gun and axe, and most of 
the world’s great inventions were still to 
appear The industrial age had not 
even begun 

Yet during the 87 years of progress 
that followed, scarcely an industry has 
grown that has not been served in some 
way by this one typical American com- 
pany and its range of coal-tar chemicals 
It gets you nowhere. It’s just a big 
plug for The Barrett Company which 
hopes the strikingness of the layout 
and the illustration and the smoothness 
of the text will somehow heighten 
your regard for Barrett chemicals. 

Of course, an ad like the one Foote 
Bros. Gear and Machine Corporation 
has published is much more apparently 
a waste of space and money and the 
readers’ (if any) time. The time-hon- 
ored photograph of battleships, the 
dog-eared headline “Always Depend- 
able,” and the ward politician’s ora- 
tory: 

Alert and keenly aware of its responsi 
bility today, the might of the U. S. Navy 
assures the security of our nation 

The striking effect and efficiency of 
our Naval power is the studied result up 
through the years of Navy discrimination 
in the selection of dependable materials, 
operation equipment and fleet personnel 
qualified to successfully meet the exacting 
requirements of defense on the high seas. 

Why go that far, except to dis- 
cover who gets the ‘“Boo-of-the- 
Month?” 

Then there’s one of those roller 
bearing manufacturers who get a 
regular shellacking in this space, stack- 
ing up roller bearings of graduating di- 
ameters to look like a lighthouse, of 
all things. “For National Security.” 
Logotype. That’s all. Just the kind of 
advertising copy Messrs. Arnold & 
Henderson will select as “Exhibit A.” 
And it constitutes a real danger to the 
entire industrial advertising structure. 
Can’t we learn our lesson before it’s 
too late? 


On the Other Hand 

If you’re having “Tapping Trouble” 
it may not be the tap’s fault. Green- 
field Tap and Die Corporation presents 
“a few things to check to help you lo- 
cate and correct tap trouble.” It is 
explained that “This is one of a series 
of advertisements published by Green- 
field Tap and Die Corporation to help 
users get greater production from their 
small tools in these critical times, 
through making useful facts more 
widely known.” Another ad in the 
series tells how to “Call "Em Right!” 


INDUSTRIAL MARKETING, September, 1941 


~FLOORS™ ARE YOUR CUE TO SPEE 


ROBERT SON (_)-FLOOR 


UF YOU KNEW ashe msore now 
sh. couLD sar 


anf 


OMEN Wan 


+ 


|, 
' 


cade oxo te Cn Teel @ 


case STAN DARE 
cowTeoys Halves 


Wheel Bearing Lube that Stays 8 the Rollers 
the brake! 


vabe 


Sup pe-re 
vou could put 


a Leonie to work 








viving definitions of terms relating to 
1 tap. A third ad is devoted to 
“preparation of holes for tapping.” 
To produce practical, useful adver- 
tising like this, sometimes all you have 
to do is to pass along part of the great 
storehouse of information already 
available, as in this case the copy 1S 
taken practically verbatim from the 
company’s handbook, “Facts About 
Taps and Tapping.” For using his 
head in this sensible manner, we 
give due credit to advertising 
manager R. C. Helbig. 

The Fafnir Bearing Company has 
started a series of instruction sheets, 
the first of which discusses “Handling 
In Stock,” telling where to store bear- 
ings, how to issue them to mechanics, 
etc. A character called “Gus” offers 
some “Dont’s.” 

Some other manufacturers don’t ac- 
tually give you the information right 
in the ads, but urge you to take ad- 
vantage of their knowledge by send- 
ing for helpful services. 

In the case of the Linde Air Prod- 
ucts Company, designers can get 
Linde engineers to contribute sugges- 
tions on “designing for welding.” 
Linde also offers operator training 
through literature and service opera- 
tors. 

Crane Co. announces publication of 
a new series of shop bulletins “de- 
signed to help you train new mainte- 
nance men and improve the work of 
veterans. Bulletin No. 1 is now ready. 
It covers workmanship—shows a lot 
of practical hints on how to install 
and service piping equipment.” 

American Lava Corporation offers 
an “Engineering Data and Property 
Chart” which gives predominant phys- 
ical characteristics of ceramic compo- 
sitions, 

Allegheny Ludlum Steel Corpora- 
tion asks, “Can We Help You Cut a 
Corner?” The copy says, “In the use 
of alloy steels under defense condi- 
tions, the great necessity is to conserve 
materials and time. You want to 
ivoid w astage, and to short-cut ex peri- 
mentation with new alloys or substi- 
tutes—we want to help you in every 
way possible.” Listed in a big coupon 
ire six ways (literature and service) 
in which this company is ready to 
serve 

And Carpenter Steel Company in- 
troduces the young man who “can help 
you meet your toel making problem.” 
He's the apprentice; “provided you 


can tap his reservoir of native ability, 
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by giving him quickly the sound foun- 
dation in tool making fundamentals 
and techniques he needs.” Carpenter 
wants him to learn proper selection 
and heat treatment of tool steels 
through the book, “Tool Steel Simpli- 
fied,” a 316-page handbook prepared 
by Carpenter and offered at $1. 


Surveys 

We look for increasing use of the 
market survey as a means of providing 
indisputable evidence of market pref- 
erence. 

“16 out of 24 leading aircraft 
plants making pursuit planes, dive 
bombers, training planes for U. S. 
government use safe, dependable, eco- 
nomical Oakite Cleaning.” 

Cham pion Spark Plugs are preferred 
in all markets—sixty-three per cent of a 
farm market survey preferred Cham- 
pions, seventy per cent of a small 
town survey, sixty-two per cent of a 
metropolitan survey. ‘Motorists in 
17 widely scattered cities throughout 
the country were asked, ‘What make 
of spark plugs would you buy if you 
were replacing the plugs in your car?’ 
More motorists said ‘Champions’ than 
all other makes combined. This can 
mean but one thing—more sales and 
bigger profits for dealers who stock 
and sell Champion Spark Plugs.” 

OPM said “Rush.” So, to assure 
continuous, high-speed production, op- 
erating men agree on this point: To- 
day—there can be no compromise with 
the quality of industrial lubrication.” 
What happened? A comparison of the 
percentage of Gargoyle Lubricants 
sales increase with U. S. industrial ac- 
tivity indicates that operating men 
sure took to Socony-Vacuum “for Cor- 


rect Lubrication.” The bar chart repre- 
senting increase in industrial activity 
couldn’t reach the width of one page, 
the other one labelled “Sales of Gar- 
stretched full 


goyle Lubricants” 
across a spread! 

On the other hand, more locomo- 
tives and cars, more busses, more bus 
lines and more bus-miles, more station- 
ary Diesel horsepower on streamlined 
trains, are “lubricated with Texaco 
than with any other brand.” 

And as for cutting oil, “impartial 
surveys” have indicated that the 
Houghton Line (E. F. Houghton & 
Co.) is a 2-to-1 choice. 

As a means of exciting grocers’ in- 
terest in Fleischmann’s Yeast, they are 
told about a survey of “156 people 
who took yeast regularly for one month 
(men, women, boys and girls) 

62% were benefited the first week, 
15% were benefited the second week 
and 14% more were benefited by the 
end of the month.” Fleischmann 
points out “Folks who take yeast regu- 
larly (2 cakes a day) buy in sixes 
60 cakes a month! 
That’s real business and Extra 
business. And added to this you get 
lots of extra sales of tomato juice too!” 


and dozens 


Two textile manufacturers have 
taken to surveys. Because an investi- 
gation showed that “Women Want to 
Know” (for example: forty-one per 
cent want to know more about the 
characteristics of rayon fabrics and 
garments) Tubize Chatillon Company 
puts the information on the Tubize 
label which is attached to garments 
made of Tubize Rayon. (See “Gal- 
lery.”’) 

And the United States Rubber 
Company, in the interests of Lastex, 
inquired of 562 leading retailers, 
“What About Stretchable Shoes in 
1941?” There was a unanimous ver- 
dict in respect to the stretchable shoe 
being a permanent type of footwear, 
sixty-three per cent reported planning 
stock increases of ten per cent to 
twenty-five per cent. 

And General Electric, which misses 
few boats, tells its hardware retailers 
the answer to “What Do People Look 
For When Buying An Electric Refrig- 
erator?” G-E lists the six best selling 
features as reported by refrigerator 
dealers and goes on to prove that the 
G-E “is tops on every point!” Inci- 
dentally, the way it proved tops on 
the first best-selling feature, “Brand 
Name,” was by the result of “‘inde- 
pendent surveys conducted by five 
national magazines” which showed 
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“Whos Bos Around Here” is a question that finds many 


an advertiser in a stew. e Because facts and figures on numbers of execu- 
tives reached by a magazine don’t tell much about how important those 
executives are, nor how intense is their reading interest. e But two surveys 
of key executives, hand-picked for their importance, and made by outside 
investigators, present some pertinent data on who reads what — and how 
intently. e These surveys show NEWSWEEK’s acceptance among ‘“‘bosses”’ 
almost tripled in under a year! Hard to believe? If you think so, we’d like 
to show you our new presentation, that gives the full facts about these 
surveys, as well as a lot of other data demonstrating why NEWSWEEK is 


The Newsweekly that Changed Executive Reading Habits 








Pp. Fa During the last four months, NEWSWEEK has received more 
voluntary communications from top executives than any other magazine 
published. No wonder 302 advertisers used NEWSWEEK during the 


first 8 months of 1941 and 109 were new! 
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‘that 50% more people preter the 


G-E than any other refrigerator!” 


Fossils 


The last couple of months we've 
come across the complete, standard set 
1910 model advertising clichés, to 
wit (or something) : 

No. 1—Peas in a Pod. The ad 
stresses uniformity, yet even the peas 
in the picture aren’t uniform. 

No. 2—The Better Mousetrap, done 
the “subtle” way: a path through the 
woods and the headline, “The Beaten 
Path Still Leads to. . 

No. 3—String Around the Finger. 
Don’t Forget Brand Name.” 

No. 4—Scissors. 
Costs with Brand Name.” 

No. 5—Genuine Old Master, Vio- 
“You can’t tell the dif- 


“Cut Acceleration 


lin Version. 
terence—until you start to play it.” 
No. 6—"“There is no substitute for 
experience.” 
No. 7—Fifty 
"42 Million 
Wrong!” 


Million Frenchmen. 


Bearings Can't Be 


News Reel 


Somebody is doing some swell-ele- 
Robertson 


If this weren't a copy cor- 


gant layouts for H. H. 
Company. 
ner, we'd find out his name. You can 
see what we mean by looking in the 
‘Gallery.” 

We wish somebody who knows lay 
out would do something for A. W. 
Cash Company. There's a lot of good 
stuff in the ad reproduced in the “Gal- 
lery,”” but who’s going to the trouble 
of digging it out? We have no criti 
cism in general of long copy, but we 
do dislike seeing it messed up in a 
typographical hod ge-pod ge. Sure, 
this is a “mail-order” ad, but Seors, 
Roebuck stopped making layouts like 
this years ago. 

Another good layout is the Jenkins 
Valve page you'll see in the “Gallery.” 
Plenty of copy in that ad, too, but 
what a difference! Another excellent 
layout is the Texaco spread also shown 
in the “Gallery.” 

And Victor Manufacturing < Gas- 
ket Company will be doing itself an 
injustice if it changes its present lay- 
out scheme (see “Gallery”). That 
trade mark is being lettered on fences 


ill over | urope! 


We like directness. Wesson Oil & 
Snowdrift Sales Company asks, “Does 
Your Frying Fat Smoke at 375°” 
That is said to be unsafe; “the smok- 
ing point of heavy-duty MFB is 440F. 


which gives you full protection. 
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SLUG THE BUM 


1: 


And we got a laugh out of this 
headline atop a U. S. Rubber Company 
ad: “This Seat-Covering will Save You 
Many a Headache!” 

The danger in a “stopper” headline 
is that the copy seldom fufills the 
promise. “The Case of the Week- 
End Murders” (York Ice Machinery 
Corporation) is too good for any ad 
copy, although this particular York 


copy 1s pretty good at that. 





The Copy Chasers’ 
Principles 
@ THE COPY CHASERS base 


their criticism of industrial ad- 

vertising on the following basic 

principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
tricky—logical to the sales 
idea, and promising enough 
to make reading worth while. 
Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

Copy expressing the prod- 

uct’s qualities in terms of 

benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 
—good solid “reason-why.” 











On the other hand, “Live Steam 
Fails to Melt Snow,”’ while something 
of a puzzler, still gives the copy a 
chance. This ad is about Keasbey & 
Mattison insulations. 

For years we've suffered reading the 
unbelievable dialog ad writers put into 
balloons. So we think this American 
Brakeblok copy is great: 
I’d have to slug the bum.” 


“T thought 


1. Charley drives me nuts. Every night 
he has a kick on brakes when he’s coming 
off his route. I try everything ad 
justments, relines and still he kicks 

2 | decide he needs a poke in the 
snoot. Then a guy steps in and says, “Let's 
tell American Brakeblok about Charley's 
7 


unit, his route and his tro 

3. This guy's smart. We also tell 
people about our whole fleet on a form 
uses Back comes special recommenda 
tions: we try American Brakeblok 

4. Their 3 types of heavy-duty linings 
are right! Our manual, vacuum-booster, 
air-brake mileage costs are way down 


Charley and I get along swell now 

W. F. (Sped) Austin, Jr., 
Brooke, Smith, French and Dor- 
rance, Detroit, has really lis- 
tened to people talk! 

The  Foshe 


doesn’t appear to know much about 


Lumber Company 
the finer points of advertising tech- 
nique, but we like the matter-of-fact 
way it has told the story of the 
There are four 
photographs: 1. “This Machine.”— 
2. “Coupled to an Ordinary Trac- 
tor’—3. “Simply Backs Over a Load 
of Lumber”—4. “Picks It Up and 
Takes It to Desired Location and Puts 
It Down Intact—Like This.” What 
could be simpler? We like, too, this 


awkward but sincere last paragraph: 


Foshee Carrier. 


Not An Experiment. These machines 
have been in use over a year at mills 
several states and we are now receiving 
repeat orders from responsible concerns 
Production is not fast on account of de 
fense orders: first orders received will be 
first orders filled 

Almost as good a headline as the 
famous “Neckties 10c” is this one 
by Nehi Corporation: “Simple Stunt 
Triples Sales of Royal Crown Cola.” 
That word “simple” makes the head 
line. 

And there’s nothing wrong with 
“Get 25% to 50% 
with the same number of power tools 
as you now have.” Independent Pneu 


matic Tool Company. 


more production 


Every copywriter, to loosen himselt 
up periodically ought to read what's 
being written about Birds Eye Frosted 
Foods. (See “Gallery.” ) Here’s a 
hunk you'll like from a restaurant 


publication: 
When we say that Birds Eye Foods are 
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They didn’t know it couldn't be done 


@ Almost every big construction project poses Engineering News-Record and Construction 


insoluble problem, a job that can’t be done Methods. 


. : —_—— . saa ae : . 
until some engineer or contractor solves it! That’s why these magazines are used by 


For, part of their working stock in trade 
is ingenuity and resourcefulness. And these 


att , a : maintain their earning capacity 
qualities produce some mighty interesting de- 


velopments, 

But every time a construction man comes 
up with a new engineering wrinkle, the rest YOu in sales touch with your best customers 
of the industry soon learns all about it... and prospects . . . at less than 

through the editorial columns of _ per selling contact! 


We'll be glad to send you reports of these inter- 
viey with construction men. Just use the coupon. 


ee ome ne een ema _—_— ee —_— —_— — —_— 
A. J \XTON, Manager 

é ng News-Record & Construction Methods 

i2nd Street, New York, N. Y. 


nd me reports of interviews with construction men. 





construction men — the editorial columns to 


the ad- 


vertising pages to sharpen their buying skill. 


Which is why these magazines can keep 


3/ 
4° 


POST-WAR 
CONSTRUCTION? 


@ After the war, what happens 
to construction? There's evidence 
that plenty will happen. Write 
for a report prepared by our 
research department on ‘'Post- 
War Planning" to A. E. Paxton, 
Manager. 






BUILDING 
ISSUE 


@ If your products are used 
in engineered buildings (in- 
dustrial, public, commercial), 
Engineering News - Record's 
annual building issue, sched- 
uled for Oct. 23, offers you 
extra selling opportunities... 
plus a bonus circulation of 
more than 3,000. 















é goodne ind flavor i 
‘ 
B i ‘ Food the the na } 
‘ you iiter i ool restiul sleep! 
| t alter picking Bir js I ve selects the 
t ! hoice ind the by 
" 


And read the G-E copy on Mazda 


I imps tor fluorescent lighting, to get 

















ng paper in the field 


tivate this 6th largest 


PUBLICATIONS, INC. & 


59 E. VAN BUREN ST. 
CHICAGO 
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CONCENTRATED 


ILL COVERAGE 
Us the am 


format is clean-cut. News, educational matter 
and advertisements are arranged for easy reading 


Nothing is overlooked to make it the outstand- 


There is no better time than now to cul- 
market with ade- 
quate advertising in this Magazine plus 
representation in the Paper and Pulp Mill 
Catalogue and Engineering Handbook. 
We will gladly send complete analyses, 
market data and other pertinent facts to 


start you off on the profitable journey. 


FRITZ . 








a slant on some good copy of the 


hard-selling variety. 


Boost-of-the-Month: to the Rem- 
ngton Rand Inc. page reproduced 
nearby. Not a pretty page, but it 
provides some of the elements we 
felt were lacking in the office equip- 
ment advertising we criticized a few 
months ago. It’s a lot more specific— 
other than the paragraph of copy fol- 
lowing the star which might well have 
been omitted. The mention of definite 
jobs and customers’ names, the picture 


of the Kardex slide to explain the 





fee 






—the logical thing to do is to advertise in The Paper Industry and Paper World. 
This magazine has the highest concentrated mill circulation of any paper pub- 
lished in the field. It reaches the very men who use, specify and purchase 
machinery, chemicals, equipment and supplies. Your approach is direct, thus 


making your advertising dollar most effective. 


Editorially, too, The Paper Industry and Paper World excells! It is edited and 
published by specialists who know paper and pulp manufacturing problems. Its 









. HOW KARDEX VISIBLE SYSTEMS WILL 
nee You SPEED-UP national DEFENSE 


pr |r 


a ang, 
~ Omeney ote ae 


REMINGTON RAND INC 


Buttate Branches Everywhere 


mail THIS COUPON TOSAY 











“signal system,” and the photograph 


of the complete set-up plus gen- 
erous coupon ... make up an effective 


seventy square inches. 


Salute to Hugh H. Flory, ad- 
vertising department, Remington 


Rand, Inc., Buffalo. 


THE Copy CHASERS. 





Grimm to Curtiss, Inc 


W. K. Grimm, formerly with Fert 
Hanly Company, Chicago, has been made 
vice-president in charge of the Chicag 


ofhce of Spencer W. Curtiss, Inc T 
accounts of La Bour Company, Inc., Elk 
hart. Ind., manufacturer of self-priming 
centrifugal pumps, and Pertex Corpora 
tion. Milwaukee, manutacturer of aut 
matic controls, have been assigned 


Spencer W. Curtiss, Inc 


Armstrong Cork Adds Two 


Thomas S. Keil, a free lance comme 
cial artist for a number of years, 
joined the advertising and promotion de- 
partment, Armstrong Cork Company, 
Lancaster, Pa., as lay-out visualizer. Har 
vev Haeberle, formerly with Better Homes 
and Gardens, Tide, and Printer’s Ink, has 
joined Armstrong's building materials di 
vision creative staff 


William G. Brooksbank Dies 
William George Brooksbank, president 


ind founder, Brooks Advertising Art 
Service, Newark, died at East Orang: 
N. J., Aug. 11, at the age of thirty-six 
Mr Brooksbank Was a member ot t 
New Jersey Advertisers League and 
National Industrial Advertisers Assé 
ton 


Floyd Parsons Dies 
Floyd William Parsons, editor of | 


Age and Industrial Gas, and vice-president 
Robbin s Publishing Company, died in New 
York last month at the age of sixty 

He was widely known for his trequ 
and regular editorial contributions 


business papers in a wide variety of field 
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LAST CALL for electrical manufacturers 
to assure coverage--keepage--usage of their 


catalog data--by 30,000 electrical 
buyers throughout 1942 


For many months past we’ve 

been telling about the many ad- 
vantages offered by the Electrical 
Buyers Reference... such as: 


1. Economical and effective distribu- 
tion of your catalog data to 30,000 
users who specify, requisition and 
buy electrical and allied products. 


2. A list that is right—key men in im- 
portant companies. 


3. Assurance that these key men will 
have data on your products avail- 
able—because they will keep and 
use this valuable reference book. 


4. Year-round contact with your 
prospects—through one volume at 
one low cost. 


Now our song is almost over. Early 
in October the 1942 Edition closes 


and the tremendous production job 
goes into full force. 


50... we're giving you this “last call”’ 
with the hope of rounding up those 
manufacturers who have yet to see 
the light. Because there’s a big job 
to be done next year, and the Electri- 
cal Buyers Reference will play an im- 
portant part in it. 


The whole story is briefly told in a 
booklet that we’ll shoot out to you by 
return mail. We hope you will send 
for this book today. (Then if you still 
stay out, you'll at least know what 
you’re missing! ) 


But act promptly, please. Printers 
are independent today and we can’t 
play around with closing dates. A 
postcard asking for “Complete book- 
let on Electrical Buyers Reference” 
will bring immediate action! 


ELECTRICAL BUYERS REFERENCE 4 wecrow-1iv Service 380 W. 42 ST., NEW YORK 








[CONTINUED FROM Pace 34] 


Employe House Organs 


where the employe paper is distributed 
to the entire outside marketing organ- 
ization. About half of the employe 
publications in this survey have under 
1,000 circulation: one-third of them 
have between 1,000 and 5,000 circu- 
lation. One each has 75,000 and 140.- 
000 circulation. 

['wenty-seven per cent of employe 
publications are mailed to the work- 
The others are 


ers at thei homes. 


distributed to them at the offices and 
plants either with the pay envelopes 
or passed out at the gates. 

Only 38 per cent of these publica- 
tions are sent to stockholders of the 


company. 


Size and Number of Pages 


The most popular size of em- 
ploye papers is 8'2x11 inches, which 
constitutes 44 per cent of the total; 
54 per cent of them are in the size 
range from 8x11 to 8'2x11'% inches; 
12 per cent each are of the deluxe 


magazine and tabloid sizes; while 13 


September 20 is an important date for those who 





WHO BUYS AND USES 


American Aviation Directory? 


American Aviation Direc- 
tory blankets the industry 
with this coverage: 


Airlines 95% 
Aircraft Engine 
Manufacturers 86°, 
Major Aircraft 
Manufacturers 
Total Aircraft 
Manufacturers 81% 


WHO SUBSCRIBES TO IT? 
Company Orders 66°, 


Executives 32% 


Non-Executives 2% 


These are the circulation tacts 
vou knew the buving power of 
the market reached! Isn't this 
the kind of coverage you want 
must have? 


a J 











/merica 


—in 


imerican 
service to the industry with two other publica- 
tions. “American Aviation,” published twice a 
month, is the news-magazine for aviation execu- 
tives. “‘American 
formed, up-to-the-minute Washington news-letter 
reporting daily on every phase of the industry 


sell to the aviation industry. It’s the closing date 
of the Fall Edition of AMERICAN AVIATION 
DIRECTORY, the industry's major reference 
book—the semi-annual directory that covers the 
whole field of aviation with unmatched thor- 
oughness. 


The advertising pages of this directory are in 
themselves practically a directory of the com- 
panies that succeed in selling to the aviation in- 
dustry. 


For here is the right spot for your ad 


to be seen by the right men—not just once, but 
time after time for six solid months! 


Whether your product or service is already es- 
tablished or just getting established you'll gain 
for it permanent identity with top executives in 
the publication they'll be bound to see regularly 
AMERICAN AVIATION DIRECTORY, 
guide book for the industry! 


Iviation Associates rounds out its 


iviation Daily’ is an in- 


7 


per cent range from 6x9 to 673X7?s 
inches. 

Forty-eight per cent of the publi- 
cations have a two-column page, and 
The tab- 
loid sizes split between four and five 
publications vary 


34 per cent, three columns. 
columns. Some 
their makeup from month to month. 


Printing and Paper 

Letterpress is used in producing 57 
per cent of the employe house publica- 
tions, while some form of lithography 
is used for 40 per cent of them. Eight 
per cent are produced by mimeograph. 

Printing in one color is standard 
for the inside pages of 64 per cent of 
the publications in this classification; 
Some 


publications use as many as four colors 


20 per cent use two colors. 


in printing their covers. 

White coated paper is the favorite 
stock used for 58 per cent of employe 
papers, and 70 and 80-lb. are the most 
popular weights; 80-lb. is the most 
popular for covers. Thirty per cent 
of these publications use offset stock; 
11 per cent use uncoated paper; 1| 
per cent use mimeograph paper. Coat- 
ed stock is used for covers in many 
cases where other papers are used for 


the body of the book. 


The greatest amount of paper used 
during a year by one publication in 
the employe group is 127,000 pounds; 
two others use 58,800 and 38,000 


pounds, respectively. 


Who Does the Buying? 


PrRintiING—The advertising depart- 
ment selects the printer for the em- 
ploye publication in 53 per cent of the 
cases. The purchasing department 
does the choosing for 15 per cent of 
the papers; the personnel manager, 
14 per cent; the agency, three per 
cent. Fifteen per cent of employe 
publications are printed in the com- 


pany’s own plants. 


Parper—The printer buys the paper 
specified by the publisher for 73 per 
cent of employe papers and supplies 
it as part of the completed job. The 
advertising department buys the paper 
separately for 12 per cent of the pa- 
pers, and the purchasing agent does 
the buying on 10 per cent of the jobs. 


ENGRAVINGS—Engravings for 40 
per cent of employe papers are bought 
by the advertising department. The 
editor buys them for 13 per cent of 
the printer 17 per 


cent; the agency, seven per cent, and 


the publications ; 
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Barely a half year ago 
MODERN INDUSTRY 


brought out its first issue—a 
new idea in industrial journal- 
ism. Yet so sound was this idea 
—so apparent its need—so effec- 


tive its presentation in the 
magazine itself—so timely its 
' service, that already MODERN 
INDUSTRY has been chosen to 


carry advertising for these 70 


BROADEN THEIR BASE! 


DANGEROUS SITUATION threatens many industrial equipment and materials 

companies. Typical sales analyses show that these companies are getting 

[i a larger and larger percentage of their sales volume from fewer and fewer 

customers. Loss of a key account becomes more and more serious. And, due to 

the tendency of Defense Production to concentrate in large companies, this 
trend is speeding up. 


Sales executives aware of this danger are energetically striving to develop new 
markets—seeking advertising media that penetrate every avenue of potential 
sales opportunity—seeking diversification that will inevitably be of enormous 
ultimate importance. 


Seventy alert manufacturing companies are meeting this situation—broadening 
their sales base—widening acceptance of their product—bulwarking their busi- 
ness against the wave of deflation that will come with a tapering off of defense 
demand—by placing their advertising in MODERN INDUSTRY. New advertisers 
are coming in with increasing rapidity. Fractional pages are going to full pages— 
full page to double-pages. 


Only seven months in existence—yet MODERN INDUSTRY is nationally recognized 
as industrial advertising’s mass medium. With its guaranteed circulation to 
50,000 management men, every one definitely known to exert buying influence, 
in more than 31,500 plants producing approximately 89% of all manufactured 
output in the U. S.—and an estimated 150,000 additional readers to whom it is 
passed along—MODERN INDUSTRY is the outstanding sell- 
ing tool for every industrial advertiser who wants to estab- 
lish his business on a broader and more secure sales 


? 


vundation. 


GET THIS BOOK Helpful, interesting, different. Tells 


‘wv, why, MODERN INDUSTRY helps seller, buyer—reaches more 
ants, more certified buyers, more readers, gives more value, carries 
re prestige—does more for reader and advertiser. Copy free on 
juest. 











nationally known companies. 
* * * 


Alan Wood Steel Co. 
Aluminum Co. of America 
American Hotel Association 
American Optical Co. 
Anaconda Wire & Cable Co. 
The Baldwin Locomotive Works 
Benjamin Electric Mfg. Co. 
Blaw-Knox Co. 
Bradley Washfountain Co. 
Brandt Automatic Cashier Co. 
Brown Instrument Co. 
The Philip Carey Co. 
Catalin Corp. 
Chambersburg Engineering Co. 
Champion Lamp Works 
Chicago Wheel & Mfg. Co. 
Clark Tructractor Div., 

Clark Equipment Co. 
J. M. Cleminshaw Co. 
Continental Diamond Fibre Co. 
Henry Disston & Sons Inc. 
Durez Plastics & Chemicals, Inc. 
The Fate-Root-Heath Co. 
The Fostoria Pressed Steel Corp. 
Fruehauf Trailer Co. 
General Electric Co. 
L. H. Gilmer 
Guardian Electric Co. 
Gulf Oil Corp. 
Heppenstall Co. 
Howell Electric Motors Co. 
Hyatt Bearings Div., GMSC 
Hygrade Sylvania Corp. 
Illinois Development Council 
The Kirk & Blum Mfg. Co. 
Koppers Co. 


The R. K. LeBlond Machine Tool Co. 


Lyon Metal Products Inc. 
Marsh, Jas. P. Corp. 
Metallizing Co. of America 
Metallizing Engineering Co. 


Minneapolis-Honeywell Regulator Co. 


Modern Plastics 

Morton Salt Co. 

National Electric Products Corp. 
Norton Co. 

Onox Co. 

Owens-Corning Fiberglas Corp. 
Pangborn Corp. 

Albert Pick Co., Inc. 

The Wm. Powell Co. 

Railway Express Agency, Inc. 
Remington-Rand Inc. 

John A. Roebling’s Sons Co. 
Ronald Press 

Rotary Lift Co. 

Sanderson & Porter 

Simonds Saw & Steel Co. 
Standard Pressed Steel Co. 
Sterling, Inc. 

Sugar Beet Products Co. 

The Swartzbaugh Mfg. Co. 
Timken Roller Bearing Co. 
Tinnerman Products, Inc. 

Twin Disc Clutch Co. 

United Chromium Inc. 

Warren Webster & Co. 

West Disinfecting Co. 
Westinghouse Electric & Mfg. Co. 
Percival White Engineering Works 
Yale & Towne Mfg. Co. 


MODERN INDUSTRY 


347 MADISON AVE., NEW YORK, N.Y. 


SAN FRANCISCO 
68 Post Street 


CLEVELAND 
Inion Commerce Bldg. 


CHICAGO 
20 N. Wacker Drive 
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LOS ANGELES 
1709 W. 8th St. 
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the purchasing department, five per 
cent. 

ENvetopes—The advertising de- 
partment and the purchasing depart- 
ment each buy envelopes for 40 per 
cent of employe publications. In 
other cases they are purchased by the 
various departments in charge of the 
publications. 

In only a few cases where the em 
ploye paper is mailed to its readers 
do the envelopes have anything more 
than the corner card printed on them 
return 


Likewise, only a few carry a 


postage guarantee. 


Outside Advertising 

Only three of the 75 employe pub- 
lications included in this survey carry 
outside advertising in their pages. The 
extent to which the revenue helps in 
financing the publications is reflected 
in the following comments by the 
editors: 

“Pays about 75 per cent of printing 
cost.” 

“Advertising has rendered profit so 
far.” 
cent of cost.” 


“Pays 10 to 25 per 


In a subsequent issue will be pub- 








OEM Detense Photo by Marion Post 


Edited for the man who designs 








The only trade paper whose coverage of this vital field 
is both primary and complete is 


The TOOL & DIE Journal 


Without exception, advertising in each month of 1940 and 
1941 has increased over the previous year’s corresponding 
month—August 65%, July 71.8%. 


Send for convincing evidence of supreme reader interest 
and of remarkable advertising results developed by our 
CBI coverage. NIAA Publisher's Statement available. 


builds 


54313 


2462 Fairmount Boulevard 
Oficial Publication Tool and Die Industry 


Tooling - 


Order of the Day 


All Defense Production plan- 
ning begins with TOOL de- 
sign. 

Actual manufacture waits on 
TOOL construction — tools 
and gages, dies and molds, 
jigs and fixtures, special ma- 
chines and precision acces- 
sories. 

Tools and Dies are invariably 
built in the Contract Tool 
and Die Shops of the Nation 
—a $400,000,000.00 industry 
—or in the Tool Rooms and 
Die Departments inside man- 
ufacturing plants. 


and uses tooling in every industry 


Cleveland, Ohio 
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lished a list of the house organs, and 
their publishers, which were included 
in this 
advertisers also are invited to send a 


survey. All other industrial 


copy of their house organs to the at- 


tention of the editor to be included 


in the list. 


[CONTINUED FROM PaGE 48] 


Trends 


cent powder (or liquid), packaged in 


glass containers. 


Porcelain enameled steel has been 


widely used to replace aluminum re- 
frigerator trays. 

Heat-resistant glass pipe is replacing 
metal in many industrial uses. 


Still other changes are under con 


sideration and may soon be put into 
effect. 

Even disregarding these interesting 
substitutions, the ceramic industry is 
very busy with its traditional prod 
ucts. The large volume of construc 


tion is a great spur to the use of win 


dow and plate glass, wall and _ floos 
tile, vitreous sanitaryware and elec- 
trical porcelain. Recent gift shows 


indicate demand for art ware and din- 
nerware is about thirty per cent great 
er than last year. The armament pro 
gram greatly aids production of elec- 
trical porcelain for utility expansion, 
spark plugs for aircraft and trucks. 
The Army is using large quantities of 
glass containers in food purchases and 
home canning is enjoying a vast re- 
vival. Glass container production, 
over 6,000,000 gross monthly, is high 


est ever on record. 


Summing up the ceramic industry 
as a whole, production is at extremely 
high levels, the defense program will 
not interfere unduly, and the future 
outlook is fully as good as that of any 
other industry. — REexrorp 
Jr., Editor, 
Ceramic Industry. 


large 


NEWCOMB, Assistant 


Copperweld Advances Mclivane 


William J. Mcllvane, formerly sales 
promotion manager, has been named sales 
manager of the Copperweld Division, Cop 
perweld Steel Company, Glassport, Pa 
succeeding Robert J. Frank, who continue 
as vice-president and director 





Arndt Adds Hunter 


John Falkner Arndt & Co., Inc., has 
been appointed to handle the advertising 


mugen 


of the Hunter Pressed Steel Company 
Lansdale, Pa., manufacturer of industria i 
springs ‘ 
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By DOUGLAS 


EVEN AFTER 
checking the figure 
tivity for — 
i i 
this writer s ; 
believe them. Havin 


in tt 






















Complete copies of this mill activ- 
ity story will be sent on request 
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Text ice WORLD, WITH ITS CIRCULATION AT AN ALL- 
TIME HIGH — more than 12,500 net paid —-OFFERS YOU A 
| LOW-COST MEANS OF COMMUNICATING WITH THE | 
WORTHWHILE MILLS IN THE INDUSTRY ABOUT YOUR | 
i FACILITIES FOR SERVING THEM IN THESE INCREDIBLE : 
: DAYS... | 
About your products, of-course, but also about your produc- 
| tion staff . . . your engineering service . . . changes in your per- 
, 
# 


_ 
* 


sonnel .. . your technical helps . . . your replacement part stock 
. . . for that matter, about any service you may be proud of 
and with which you want the textile industry to be 
%In addition to an unusually 


familiar.* | 
é ie For, in effect, Textile World is a vehicle of com- 


munications to textile mill men * . M4 M4 : 
in recent issues of TEXTILE munication for manufacturers aiming to get a timely 
4 WORLD cover a wide range ° 
of subjects including: a new message before the key men of the whole textile 
textile laboratory to serve mill . 
men... available mill build- ; oo 
ings . . ar ae oe sane industry. Pe 5 ae 
material buying . . . assur- 
ance that supplier has ade- 
quate stocks of raw material Detaiis on circulation, advertising 
on hand . .. an offer of : 
technical service . . . user rates, etc. on request. 
evidence . . . performance 
data . . . replacement parts 
warehousing . . . maintenance 


==" Textile World 


policy . . . announcement of 











for your free copy of 
Textile World's Market 
and Media file folder of 




















Mi new sales representatives and oo factual market ond cov- 
new warehouse locations . . . Vehicle of Communication age Cle case Se 
@ statement of policy on ship- easy, ready reference. 
ments and deliveries . . . free to the Important Textile Industry 
engineering service . . . state- 







~iete n $90 Wat 48nd Seret New York, N. Y. 




























[CONTINUED FROM PaGe 29] 


Damages for Delay 


ing and effect of conduct which were 
otherwise open to dispute of such in- 
tention. 

“We are of opinion that this pro- 
vision is not open to the objections 
urged, either for want of mutuality 
or consideration, or as opposed to pub- 
lic policy; and that no error appears 
in the rulings thereupon which are 


complained of—in effect, that dam- 














ages for the alleged delay were barred 
by the acceptance of the machinery 
when delivered.” (153 Fed. 393) 


Conclusion 


So ended the case, with the defend- 
ant being precluded from recovering 
damages for the delay in delivery, in 
the face of the contract provision pro- 
viding that acceptance should consti- 
tute a waiver of such claims. The 
court taking the position that this 
provision was perfectly valid, and that 


defendant’s acceptance of the delayed 





tracting, 


quarrying, 


ingly low. 


2016 Eleventh Avenue 





Use Excavating Engineer to 
reach the buyers of heavy 
equipment for excavating con- 
open cut mining, 
and all other in- 
dustries where pit output is 
the first problem to be solved. 


You'll find the cost surpris- 


Ask to see a report or NIAA publisher's statement. 


EXCAVATING ENGINEER 


South Milwaukee, Wis. 








INDUSTRIAL MARKETING, September, !9 











In this page, Armstrong Cork Company 
frankly discusses the priority situation with 
reference to cork and asks users to confer 
with it as early as possible on their needs 
and inasmuch as conditions change daily 
not to stop asking for Armstrong products 


machinery barred any claim for dam 
ages resulting from the delay there 
under. 

Clearly then, on the facts and hold 
ing of this case, waiver provisions of 
this kind involving the sale of ma 
chinery should not be entered into 
lightly, where the time of delivery is 
important. Whether a buyer should 
agree to such a provision is of coursé 
for him to decide, in the light of the 
facts and circumstances of his situa 
tion. 

But of more importance still to 
both buyers and sellers of industrial 
machinery is a thorough understand 
ing of the legal effect of such a stip 
ulation. For, as a general rule, 
means what it says, and as an example 
of its judicial application the cas 
reviewed carries a lesson of force and 


value. 


Viking Promotes Gibbons 
Frank P. Gibbons has been promoted 


the position of assistant sales mana 
Viking Air Conditioning Corporati 
Cleveland, in which capacity he 

coérdinate the activities of the sales 

advertising departments, and _ travel 
tensively 


Peck Advanced 


In addition to his duties as dire« 
of research of McGraw-Hill Publis! 
Company, New York, James O. Peck 
serve in the capacity of an assistant 
the president, assuming certain duties | 
viously performed by the late Lé 
Guerin 


_o 


: 
: 
4 
if 





aE. - 















S THERE A MARKET FOR 
A MACHINE LIKE THIS? 


~ «+ « « « « + ITS A MILLING MACHINE, 


in this case performing a milling job on a special cutter to be used in an 
important aircraft production operation. Slots were milled, diameters 
























® | turned and the necessary holes bored, drilled and tapped in 9¥2 hours. 
f d Obviously a lot of use can be made of a machine like this but who will 

buy it? How many of them can be sold? What publications reach the 
“th greatest number of prospective buyers? 


ifer 

ah Kearney & Trecker Corporation of Milwaukee, manufacturers of 
scts Milwaukee Milling Machines, found in the MARKET DATA BOOK the 
answers to these questions and to others encountered in marketing their 
m equipment. In it they found a concise picture of the resources, volume 
re sales, character, purchasing methods and trends of every possible market. 


tas <2 


H. A. Gottschalk, the company’s advertising manager, adds this thought: 
“It also has been our experience where a new machine development | 
a affects a market other than those already contacted and developed, that 
y is the MARKET DATA BOOK provides detailed information of the publica- 
ul tions best suited to establish the product in the markets desired.” 


na 


ew 


a 


ba | Thousands of manufacturers selling to business and industry are using | 

= | the MARKET DATA BOOK for their market and media information. They | 
° have found that it is the only complete source of reliable information on 

rial all trade and industrial markets which must be considered in planning 


ind effective sales and advertising campaigns. 
tp 


7” ; Here’s how manufacturers and agencies use the MARKET DATA BOOK: 

[ 60.6% for checking markets, 54.8% for checking publication rates, and 
and La circulations, 50% for making up media lists, 44.2% for preparing a quick 

analysis of the market for a given line of products, 32.7% for determining 
sales potentials, 22.1% as a reference source at advertising agency 
conferences and 21.2% for other occasional uses. These figures are the 
result of a survey recently made by an independent research 
organization. 


So RS ee 





E Market Data Book 


YORK CHICAGO LOS ANGELES SAN FRANCISCO 
W. 42nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 









STANDARD OIL 


COMPANY 


(INDIANA) 





Why is Standard Oil Asphalt reg- 
ularly advertised in the pages of 
Civil Engineering? 

“because it reaches men influential in 
the selection of our type of products,” 
says Mr. Wesley I. Nunn, Advertising 
Manager 


Are your products used by the 
designers, builders or operators of 
highways, airports, bridges, dams, 
water tunnels, railways, 
power plants, sewerage systems, 
or factories? Civil Engineers are 
the influential buyers in these and 
other fields. Let the Civil Engi- 
neer read your message in the 
pages of his own publication. 


works, 






The 
CIVIL 
ENGINEER 


) 













33 West 39th Street @ New York, N. Y. 






SEE MARKET DATA BOOK « PAGE 166 
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[CONTINUED FROM PaGE 27] 


Webster Advertising 


We were fortunate in securing the 
codperation of some of the country’s 
outstanding engineers. They set forth 
their reasons for designing and speci- 
fying steam heating and permitted us 
to use their statements in our adver- 
tising. 

Our success in this connection is 
due to the fact that the engineers saw 
that our absolutely 
without exaggeration. We did not 


campaign was 


try to force steam into any building 
where it did not belong. Instead, 
our arguments were restricted to set- 
ting forth the known factual advan- 
tages of steam. 

Each of the advertisements in the 
consulting engineer series includes a 
formal portrait of the engineer, a di- 
rect quotation from him and then brief 
mention of some of the buildings for 
which the engineers specified modern 
Webster Moderator System of Steam 
Heating. The statements of the engi- 
neers were not testimonials for War- 
ren Webster & Company. They are 


educational state- 


straight-forward 
ments by the leading experts in the 
held. 

The consulting engineer series 1s 
appearing not only in the heating trade 
papers, but also in business and indus- 
trial magazines of broader circulation. 
Reprints in dignified black and white 
are mailed flat by our representatives to 
their prospect lists. 

Our “STEAM Heats America” ad- 
vertising does not replace our familiar 
“Performance Fact” stories. For seven 
years we have built the appeal for mod- 
ern Webster Systems of Steam Heat- 
ing around actual performance infor- 
mation. Each advertisement in this 
series has told the story of a particular 
building in terms of fuel consump- 


tion, comfort, and operating economy. 


The “Performance Facts” advertis- 
ing is being continued, but it is tied 
into the new campaign with the addi- 
tion of the “STEAM Heats America” 
oval. The oval also appears in our 
calendar, in our letterheads, envelopes, 
proposal sheets, address labels—every- 
where. It is fully copyrighted. 

We are w ell satisfied that we have 
undertaken the “STEAM Heats Amer- 
ica’ Campaign as our own. 

It becomes increasingly apparent 
that defense demand for raw mate- 


rials is going to curtail private build- 
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PREPARE NOW TO EMPLOY MORE 
& MORE WOMEN 


Loos constantly to women for your oc y recrusts. 
they are exceilently waited to many types of ork 
Hundreds of thousands mus! enicr war produce 
thes year and every factory must play ms part 





Thess Pout Ne 5 af the Momsery of Latour 
e nT Pla REASE Wan 
0004 V" phdresed % managemen: 


Tet oreee 5 POETS © THE Pian ant 








Few TYPES OF CHeIetEeiee Boat 
see eciee it wae Facteaits 
ten Fm - 2 


eteet ant 
erice oe 
+ Open Mewes 









——___—__—— 





eteteete: « 

THE EMPLOYMENT OF 
© EMPLOYER 

me rene 
mer 


MOBILISE FOR 


Here's how the Ministry of Labour & Na- 
tional Service of England uses advertising 
in “Industry Illustrated,’ a British business 
paper, to urge manufacturers to prepare 
now to employ more and more women to 
replace men for jobs where skill is required 


ing. More and more our advertising 
is going to build for the future rather 
than for immediate orders. 

The “STEAM 


campaign fits into this picture per- 


Heats America” 


fectly. It is spade-work for the future 
of the Webster business. At the same 
time, it is rendering a distinct serv- 
ice by keeping the public aware of the 
comfort to be provided and the fuel to 
be saved by this proven method of 
heat distribution. 





FTC Names NEMA Section 


The Federal Trade Commissior 
named the Electrical Alloy Section of the 
National Electrical Manufacturers’ Ass 
ciation, its executive secretary and mat 
aging director, and the five member con 
panies in a complaint, charging them witl 

! 


fixing and maintaining identical price 
at which alloy wire is to be sold The 
respondent association and its executives 
are charged with having aided, abetted 
and cooperated the pertormance 

some or all ot the acts il d practice 


charged 
Editorial Staff Changes 
On "The Iron Age" 


C. E. Wright has resigned as managit 
editor, The Iron Age te pDecome vice 
preside a Charles Dreifus Con pany, Phil 
adelphia, one of the leading brokers 
iron and steel scrap. T. W. Lippert, her: 
tofore technical editor of the publicatior 
will succeed Mr. Wright 

] A Rowan, who has beer with 
publication since 1937, has been mad 


news and markets editor 


Sterling Beeson Changes Name 


Beeson-Faller-Reichert, Inc., is the nev 
name of Sterling Beeson, Inc.. Toled 
agency 






























































Here’s the spot for your 


major advertising contact 


with the product-building market! 




































SSUED at a time most critical to the future of These human interest stories—written by men on the 
American industry, the Seventh Annual Oc- product-building firing line—will tell the sweat-and- 
tober Number of ELECTRICAL MANUFAC. toil engineering story back of the prize-winning 
TURING will help crystallize the engineering and products. Each one reflects the progress of a prod- 
my design thinking of those responsible for the develop- uct’s development, through the successive stages 
fi ment of ALL electrically operated machines, appli- from its inception to the time it came off the pro- 
4 ances and equipment. duction line. They tell what problems were en- 
; e. . ai —_— countered and the resourceful ways in which pres- 
¢ Every page . . . advertising as well as editorial . . . : 
} af ; ent-day obstacles were successfully overcome. By 
. will be eagerly scanned for sorely needed ideas that . . és ; 9 tee ee 
fy a telling how they licked “insurmountable” difficulties, 
offer a resourceful solution to today’s unprecedented } 
they offer much needed encouragement and practi- 
problems. , : : 
cal aid to their fellow engineers and designers who 
p October ELECTRICAL MANUFACTURING will are today faced with similar problems. 
feature timely and authoritative articles . . . written 


Product-Building Problems and Their Real- 
istic Solutions! Here indeed is the perfect editorial 
background against which to project your own help- 
ful suggestions on materials and methods to the 


by top men of engineering. design and management 
.. . dealing with problems of utmost significance to 
all those responsible for product development. En- 
: gineering for performance—design for appearance 


. 4 alert, critical and responsive clientele of buyers as 
. -production for more economical product manu- a oaewaren er ~TT IDINIG 
C 2 ‘ ° 7 ache , ] J IG.* | 
facture . . . materials, metals, parts, accessories and reached by ELECTRICAL MANUFACTURING. | 
finishes . . . all will be dealt with conclusively and 


— Yan v i advertising for this feature 
realistically. Plan your most dominant advertising for this feat 


Oo ‘ October Product Design Number. Make it your 

} [he high spot feature of October ELECTRICAL most important date of the year with the product 

MANUFACTURING will be the prize-winning builders of America whose goodwill and business 

manuscripts in the Seventh Annual ELECTRICAL you are anxious to preserve and cultivate during 
MANUFACTURING Product Design Contest. these critical times! 





THE GAGE PUBLISHING COMPANY + Puddishers to Industry Since 1892 + 1250 SIXTH AVE., NEW YORK 








ELECTRICAL 
MANUFACTURING | 


ae ee? 


_ distributior f October ELECTRICAL 
YNUFACTURING will cover every known 










acturer making any kind of machine, 
ance, apparatus or device that depends on 
ity for its operation or use. Copies will 
rsonally directed by name and by title— 
engineers, designers and executives who 
esponsible for product development and 
pecify or direct the purchase of metals, 
als, electrical and mechanical parts, 
nent and finishes that enter into the 
ture of their products 


Product Design| 
-  seww. cena Number 



































WOOD PRODUCTS 


GEE) member TOL 
1° in the Field 


The Chips Fly 
Helter-Skelter 


The time has come, says O.P.M. 

To build up our defenses, 
Let's build some guns and planes and 

ships 

To strengthen all weak fences. 
Altho we're shy on steel and coke 

We have a world of Pine and Oak. 
So—as in many days of yore 

With danger knocking on our door 
Let's turn to wood, that’s always good 


For mankind's every venture. 


431 S. Dearborn St., Chicago, Ill. 



















WHAT IS A 


TOOL ENGINEER? 


@ Before a machine turns to 
produce a new gun, tank, 
rifle or automobile each pro- 
duction problem has been 
studied and solved by a Tool 
Engineer. 

He is the man behind mass 
production of any product— 
defense or peacetime—and 
is a key factor in our indus- 
trial system. 

As the official publication 
of the American Society of 
Tool Engineers, THE TOOL 
ENGINEER is of more than 
ordinary interest to him from 
both the news and advertis- 
ing standpoint. 

The Tool Engineer creates 
the demand in HIS plant for 
YOUR product. Advertise to 
him in— 


THE TOOL ENGINEER 


The Bramson Publishing Company 
2842 W. Grand Boulevard 
DETROIT e MICHIGAN 
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| CONTINUED FROM PaGE 28] 


Bucyrus-Erie’s Campaign 


ditions, but we'd sure like to have 
whole flocks of prospects deciding they 
want the machine they'll need next 
year to be a Bucyrus-Erie. 

Although we are not generally a 
color-and-bleed advertiser, we felt that 
the importance of this campaign am- 
ply justified use of both. Nine adver- 
tisements were preprinted in booklet 
form, and a copy sent to each individ- 
ual salesman in our own and our dis- 
tributors’ organizations. Extra copies 
of the book have been offered to the 
salesmen for personal distribution or 
tor mailing. 

The entire series of advertisements 
was scheduled for Excavating Engineer 
and Engineering News-Record. Four 
other national trade journals, and four 
regionals, will also carry part of the 
campaign—our effort being to hit as 


quickly and as hard as possible. 


(CONTINUED FROM PaGE 35] 


Slidefilm 


with authority to set them up. The 
purchasing agent has been interested 
because of the wealth of factual in- 
formation in the film. And the various 
managements have made it possible to 
arrange for showings to executives and 
workmen alike because the film com- 
bines a number of elements in its story 
that are of concern to everyone in any 
way having to do with efficient pro- 
duction resulting from intelligent use 
ot grinding wheels. 

The picture opens with a brief ret 
erence to the early Mound builders 
who first inhabited the Miami Valley 
where Dayton is located, telling of 
their crude stone age implements and 
tracing the evolution of tools and 
grinding wheels up to the present day. 
It then talks of Dayton of today, a 
city of precision manufacturing ot 
many well known products. Dayton 
is the home of the airplane, cash regis- 
ter, electric refrigerator, and automo 
bile self-starter. 

With this basis, the history and 
development of grinding wheels is 
discussed with occasional allusions to 
Simonds Worden White’s contribu 
tions to the progress of the industry. 

The next phase of the film covers 
a review of grinding wheels and shows 


how they are made. The presentation 
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ends with a brief outline of safety 
factors involved in proper use of 
grinding wheels. 

At no times does the film bear 
down on the company story to the 
point of high pressure selling. Instead, 
it has as its purpose the exposition to 
the factory executive and worker of 
the development, facts, and uses of one 
of his most important tools. 

The sales organization of Simonds 
Worden White has turned this picture 
to excellent advantage. It has given 
them an opportunity to meet the men 
who use grinding wheels. And it has 
enabled the salesmen to answer a num- 
ber of questions that have previously 
hampered their obtaining orders. 

The film has gone beyond the 
premise of advertising. It has enabled 
the Simonds Worden White organiza- 
tion to get to the man actually using 
the product. 

And finally it has scored the impor- 
tant point with those who have seen 
it that Simons Worden White offers 
grinding wheels of such quality as to 
merit consideration when the customer 
is next in the market for that product. 
Such an example of trying to educate 
customers and prospects has made the 
calls of the SWW salesmen meaning- 
ful and purposeful even under today’s 


conditions. 


OPM to Release Data 
on Defense Spending 


A tabulation of data on defense sub 
contracts, as well as original contracts, re 
sulting from a survey now being con- 
ducted by the Office of Production Man 
agement, will be released within a montl 


or two. This survey represents the first 
effort made by a government agency to 
trace defense contracts to their ultimate 
destination and the results should prove 


] 
useful to market analysts 


Goodrich Advances DeLong 


Clyde DeLong, formerly in the New 


York district sales office of The B I 
Goodrich Company, has been made op 
erating manager of the mechanical sales 
division. He succeeds F. A. Lang, who 
has been transferred to the managership 


of heel and sole sales 


National Engineering to Gray 


Russell T. Gray, Inc., Chicago, has been 
selected by the National Engineering Com 
pany, manufacturer of mixers and com 
plete sand har dling systems for foundries, 
to handle its advertising 


Agency Elects Directors 

Klau-Van Pietersom-Dunlap Associates 
Milwaukee. have elected to their board ol 
directors the following § staff members 
Alan R. McGinnis, Howard M. Landgraf, 
and Roger C. Loew 
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» « Industrial Supplement ol 











AMERICAN 
IXPORTER 











American Exporter 


Apnmeals Lo 
Industrial Buyers 
Abroad 


« 
YEAR AFTER YEAR Latin America and coun- 


tries overseas, formerly agricultural, become more 
and more industrialized. In fact, world industrial 
production (even with United States and Russia ex- 
cluded) has grown faster than the volume of inter- 
national trade. 


AS A CONSEQUENCE, AMERICAN EXPORTER has 
inaugurated a new editorial service—an Industrial 
Supplement (Seccion Tecnica in the Spanish edition) 
pointed editorially directly at the industrialist abroad. 
the business-consumer of American equipment, man- 
ufacturing materials and mill supplies, 16,800 of 
whom are reached by the publication. 


Our increased circulation, concentrated in markets 


Published Monthly in having the greatest purchasing power, will keep 
ea English and Spanish your sales messages before these buyers, will bring 
you inquiries and establish new and profitable 


Reaches, in addition to import- outlets. 





* 
HOW WORLD INDUSTRY HAS FORGED AHEAD OF WORLD TRADE 


ers and dealers in machinery, 


mill and factory supplies: 


FACTORIES 
TEXTILE MILLS 
BREWERIES 
BOTTLING PLANTS 
SUGAR MILLS 
MINES 

MACHINE SHOPS 
FOUNDRIES 
PUBLIC UTILITIES 
RAILROADS Further particulars concerning the con- 


ENGINEERS structive services rendered to AMERI- 
CONTRACTORS CAN EXPORTER advertisers and speci- 


men copies free upon request. 
PUBLIC WORKS DEPARTMENTS 


GOVERNMENT OFFICES AMERICAN EXPORTER 


386 Fourth Avenue at 27th Street New York 








re) ot: 


tk a ee 
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|CONTINUED FROM PaGeE 23] appeal is displayed prominently in the 
headline rather than being submerged 


Selling the Oil Field in the body copy. 


It is true in all industrial copy, and 


Hnughton helps . 
— yING 


usually be the headline. One survey especially so in the oil field supply 

gave a list of headlines that were fail- business where most oil men are of 

ures. Not a single one of them ap- the active out-of-door type, that when 

pealed to the reader's self-interest or the headline is a trick headline, few 

was news. In a series of ads proven read further, and they thus miss the ; 
to be outstandingly successful, the meat of the ad. 

headline invariably appealed to the 
reader’s self-interest or had real news 3. Copy i 
value. Extensive tests have proved All of us who want to keep on 
that the effectiveness of an ad is mul- learning to write better copy are great- ; 
tiplied many times when the main ly indebted to the educational work 














Ss es simple story of how Houghton products are i 


doing their part to help ‘Keep ‘em Flying’ 


BUT TO Y0 lf () N LY * being done by INpUsTRIAL MARKET- 
7s 1NG’s Copy Chasers and to the “Tell 


All” rr we ™ & SS h bot! 
MANUFACTURERS OF All” program of A. B. P., with ~ne 


of which we are in full accord. 
kind of copy they advocate is the kind » 


&) ; that oil men want because it helps 








Your prospects have told us just where you 
stand! They've told us just what they in- 


tend to buy during the coming year in the 5 ee ae 
way of your equipment. ® 


them to solve definite problems. 


Since oil field men who requisition } 


¥ . . 
They've told us whether you rate one, ee” the ge = highly sgarens _ 
: , ~y nical men, devices used in consumer 

two, or three in their preference. They've Power Shovels copy that get response from the \ 

remarked how infrequently salesmen for f twelve-year-old I. Q. of the mass 
your type of products have called . . . in (f mind, do not register as believable in 
some cases not in six months! Belting the oil equipment business. Sincere, 
on direct, straightforward copy that tells 

These prospects for your products also ‘I, 
. ve the whole story, that takes the reader ; 


tell their pet “gripes” on your advertising through logical steps on the road to a 


» Ps 
and sales mes- Conveyors, Clevaters sale, is read with respect by these en- 





sages. gineering minded prospects. These 
Want to see : } UJ Steps are: 

their com- Motors ATTENTION is obtained by an illus- 

ments? ... tips —__ tration that is specifically created to 


draw attention to and help clarify the 


t . ll Me 
for Tricks main point in the ad. The main illus- 


them ... infor- 


. : tration in the ad designated as Ex- 
mation on what 


tl z hibit 3, gets attention from the read- 
ley are going ; : 

} ‘ ; TI & Welding Cquipment ers wanted—men who have slush 
to buy: — < pump problems—by a large illustra- 


simply fill in tion of the Mission slush pump rod 





gq a the coupon and “ and piston. The actual photograph of 
Forming Clay Staves for Silos takers ’ I ° € ae . I I. f 
mail it to us. > ¢ a cross section of the rod and the con 
High subscription rate. 85 per year tinuity pictures showing the changing 
High renewal rate 82.44% . ; he 
of the rubbers are believable, informa- 


BRICK & CLAY RECORD I'm interested in our (ontrel Instruments tive pictures that tic exactly with the 


59 E. Van Buren St.. standing in your in- \ bhi copy theme. 
Chicago, Hl. dustry. Ol : 








INTEREST is aroused by the main 


Name . ‘ Ditsel Crgines headline aided by the illustration, both 


of which impress upon the reader the 





‘ 
~ 


( ‘ . ; . . 
ompany Peete eee eee ereeeeseesssens ml) outstanding benefit from using the 


Industrial Left Frsschs product, which in this ad (Exhibit 3) 


Address see ee . ceeoeeseeeeeeeeeeeseeeesesne ’ 
is reduce pump upkeep costs. 

















106 INDUSTRIAL MARKETING, September, 194! 





Note the unity between headline and 
large attention-getting illustration. 
Desire is built up by further ex- 
plaining the key-thought of the ad and 
by proving by case histories, technical 
data, performance data, sectional draw- 
ings, schematic drawings and graphs 
why the main benefit can be delivered. 
To further stimulate desire for the 
product, other benefit points of lesser 
importance, together with proof, are 
given. To keep them from detracting 
from the importance of the main point 
or key-thought, these lesser points 
should help to support the main point, 
if they are related to it. If they are 
not so related, they should be put in 
1 box by themselves so the reader will 
be sure to know that they are not co- 
ordinate in value with the main point 
which you want to impress upon him 
1s the outstanding point of superiority 
that differentiates your product from 


those of your competitors. 


Somewhere in the body of the copy, 
it is often good selling technique to 
show tactfully how the prospect loses 
money, or endangers his investment 
in the well by continuing to use poor- 
er quality or less advanced type prod- 
ucts. Note the copy in the left hand 
page of Exhibit 3: “These rods cost 
you less in the long run because they 
last longer . . . they last twice as long 
as File Hard 


conditions and three to four times 


Rods under ordinary 
longer under corrosive conditions.” 
Che key-thought or main benefit point 
is stated fully. The paragraphs that 
tollow together with the cross-section 
drawing of the rod prove why the 
Mission Rod 


costs, 


reduces pump upkeep 


CONFIDENCE is built up by showing 


vho is profiting from using your 


roduct. In the oil business, the 
names of major companies cannot be 
sed as consent to do so cannot usually 
obtained. However, statements that 
dicate volume of sales or geograph- 
il distribution get over the idea of 
de and successful use. In the ad, 
xhibit 3, the sentence, ‘Thousands 
t operators have found by actual tests 
it Mission Super-Surfaced Piston 
ods cost far less in the long run,” 
iows that Mission Rods are widely 
ed, eliminating any possibility of 
€ prospect thinking they are still in 
he experimental stage. Note that the 
ey-thought “cost far less to use” is 


epeat ed h ere. 


ACTION in an ad directed to the oil 
; : 
eld man usually takes the form of 


Brennan’s discussion he will cover the 
technique of repetition to make the 
key-thought unforgettable, catalog 
and direct mail procedure, and how 
to get the benefit of field service when 
the advertiser is far removed from the 


letting him know that the supply 
stores in his fields carry ample stocks 
with a wide range of sizes and specifi- 
cations to meet his regular needs. Sug- 
gestions to see a demonstration of a 
new product at an oil show, or to see 
the wide use of your product on a 
record well are effective action-getters. 
In the ad, Exhibit 3, the main theme 
is carried through the action-getting 
copy, with the words “Try them in 
Keep cost records and 


scene of operation. 


BBDO Elects Moore V. P. 


W. Franklin Moore, account executive, 
has been elected a vice-president of Batten, 
Barton, Durstine & Osborn, New York 
Mr. Moore, who has been with the agency 
for twenty-five years, has had charge of 
the Armstrong Cork Company, Lancaster, 
In the concluding part of Mr. Pa., account for the past seventeen years 


your pumps. 
see how much less they cost you.” 





WANT TO MEET A SALES 
CURVE WITH NO ALIBI? 


The Ceramic Industry 
Has Really Got It! 





Glass, like many other ceramic products, is substituted 
for metals . . . examples every day. 


Natural industry growth, plus growth that has come from 
lack of foreign wares. 


Recent American creations have met with greatly in- 
creased acceptance. 


+ + + 


Some of the better European industries have come over, 
starting ceramic plants here . . . famous Bohemian glass 
blowers, noted Austrian pottery manufacturers, and 
others... 


*% This growth in the ceramic industry will last beyond the 
period of emergency .. . equipment and material require- 
ments will continue active. 


% More companies in the industry than ever before. More 


buying in the industry than ever before. 


a % You reach BUYERS and SELL 
“~< oe _ them through CERAMIC _IN- 
CERAMIC DUSTRY. 

_ INDUSTRY _ 





Glass ° Pottery e Enamel 


CERAMIC INDUSTRY 
59 E. Van Buren St., Chicago 


Vow in Its 18th Year 





4 Published by I istrial Publications, In ulso publishers 


* 
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IN SELECTING 
YOUR NEW ADVERTISING AGENCY 


To select the right agency for the un- 
usual times ahead, you must interview 
a group of those most likely able to 
serve you. Here are 6 reasons why we 
belong in that group: 


41. We offer the advantages of a small 
agency with a large-agency-trained 
staff. 2. Our principals have directed 
their own commercial businesses. 
3. We spend more time in the field 
than most agencies. 4. Testing is a fun- 
damental with us—for greater adver- 
tising results. 6. We know how to use 
advertising to do many jobs (other 
than move merchandise). 6. We serve 
a diversified group of national ac- 
counts—from class to industrial, from 
package goods to service. 

Further facts in our new 5-minute folder, ‘Business 

Men Handle My Advertising.’’ Write for your copy. 


Advertising Agency Service 
110 East 42nd St., N. ¥Y. * MUrray Hill 3-7426 





~ i 3.06 we 7: in —That’s what 


this industry spent 
only ONE item. 


in one year for 
It’s a big industry. 


Can you sell to itmor 


ilk Plant wiv"... 
Monthly 


your client manu fac- 
tures and ask for sam- 
ple copy today. 


CHICAGO 





[CONTINUED FROM PaGE 36] 





Census of Manufactures 


after Sept. 15. Census and defense 
officials hope to be able to persuade 
Rep. Moser to set a hearing date soon 
after that, and to get the new law on 
the statute books before this session 
of Congress ends with the calendar 


To date, Rep. 


Moser to drop his proposals in favor 


year. efforts to get 
of the Rankin or Senate version have 


fallen on deaf ears. Mr. Capt has 
called on him personally, and officials 
of the Office of Production Manage- 
ment and the Office of Price Admin- 
Supply have 


The ex- 


pected outcome is that he will call a 


istration and Civilian 


written him on the subject. 
meeting for the consideration of all 
four pending proposals, and that the 
administration-sponsored measure will 
gain committee approval ultimately. 
Judging by the ease with which the 
bill passed the Senate without opposi- 
tion, the House may be expected to 
give its approval once a bill reaches 
the floor. If the Senate version is 
adopted, no conference between com- 
houses will be 


mittees of the two 








others ... 
local news and local bids of 
that’s why 


your customers, 


interest... 
read by 


standards of Associated 





Your Market is DIFFERENT 


The construction market differs from all 
in no other industry is purely 
such vital 
ACP regionals are 
Get the high Ihio Vailey Highway News 
Construction 


Publications for vour regional advertising. 





Construction Digest 
Construction News 
Divie Contractor 
Michigan Contractor 
and Builder 
Mid-West Contractor 
New E ngland Construction 


Rocky Mountain Contractor 
Southwest Builder 
ind Contractor 
Texas Contractor 
Western Builder 





ASSOCIATED CONSTRUCTION PUBLICATIONS 





SOIGNLS GaVIONVLS 





P 
o~ 
\ ) 


stats 


540 NORTH MICHIGAN A\ 


rm 


NORTH MICHIGAN AVE 


TELEPHONE WHitehall 5355 
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SPEED NATIONAL DEFENSE! 





Release Freight Cars 
More Quickly! 


Owe of the most important ways to speed America’s Navonal De 


Program vs 


Here 5 bow you can beip 
Leed ond uniced cers os rapidly os possbie 
Leed to meximum copecty 


Order the right kind and quentity ectvelly 
needed tor loading 


Release cars during the first dey of tree time 


INLAND STEEL COMPANY cHicaGco thiinwors 


Inland Steel Company which, like all pro 
ducers of steel, has plenty of orders on 
hand, uses its regular business paper space 
in a variety of ways—this ad asks shippers 
to codperate with the railroads by releasing 
cars more quickly to alleviate the shortage 


needed, and enactment will be sped 

Hearings by the House census com 
mittee are considered a certainty some 
fall. At 
defense chiefs will exert all possible 
When they are 


time this least Census and 
pressure to that end. 
held, interested parties will be given 
the opportunity to state their support 


Or Opposition. 





Lightcap Promoted 
Mitton W. Lightcap, in charge 


maintenance sales tor Devoe & Reynold 
New York, has been appointed sales mat 
ager ot the painter and maintenance di\ 
sion, newly created to coordinate activiti 
of these previously separate department 


ABP Presents Illustrated Talk 


An illustrated talk entitled “Advertisi: 
Is Like Editing™ will be presented by t 
education committee of Associated Bus 
ness Papers, New York, before classes 
advertising and journalism in_ colleg: 
throughout the country during the fall 


Westinghouse Appoints Y & R 
Young & Rubicam, New York, has bee 


named to handle the general advertis1 
account of Westinghouse Mfg. Company 
Pittsburgh Fuller & Smith & Ross 
continue to handle the products account 
such as lamps, merchandise, and apparat 


MacDonald-Cook Appoints 
Lanning Copy Chief 


Edward S. Lanning, formerly in cha: 
tf copy for Rosenow Company, Chicag 
has been appointed copy MacD 
ald-Cook Company, South Bend, Ind 


Lefton Named by Lightolier 


chiet, 


Lightolier Company, Jersey City, 
named Al Paul Lefton Company, N 
York, to handle its lighting fixtures 
lamps promotion 














a BIG SHOT .. BIRD SEED? 


—you make the choice 











Ever know a top executive who didn’t get around? 
Well that’s your cue now. You have never needed a 
fresh outlook more—with the comfortable old world 
falling about your ears. What are you going to do 
about itP 


Hundreds of the brightest minds in business are get- 


pro . . 

5 on ting together in September at the Royal York Hotel, 

pace ; rr y 

pes Toronto, Canada, for the annual N.I.A.A. Con- 

foes ference. 

- Many of them are working now to bring you their 

om interpretation of today’s perplexing problems of indus- 

yor , trial marketing. You could not buy this wealth of 

sible experience for a fortune. 

at 

iven Yet it 1s all yours for the price of a registration ticket, 

port . ° 
train fare and three days’ hotel. Make up your mind 
to be in Toronto on September 17 and send in your 
registration now. 

te e@ it is easy for ee States @ Canadian industry has had in a Wartime Economy — 

gg eB ble ony sonal yah pone peg An ed oe on Institutional Advertising — In- 

ms r red tape required This experience can help to formation Plus—Industry Looks 
@ The Royal York Hotel is the steer you straight Ahead—Advertising Analysis— 
Hoe eae ee @ Some Subjects on the Pro- Putting Sales Tools to Work 
els on the one convention floor gram Industrial Advertising and many others. 


Make this note in your diary 


. 19" ANNUAL N.1.A.A. CONFERENCE 
cs TORONTO, CANADA - SEPTEMBER 17, 18, 19 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
100 EAST OHIO STREET CHICAGO, ILLINOIS 


\ 
ae ee 
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Your Product will have 


Easy “SALING” 


when it's 
* launched by 


\ P & Q 


Bey ADVERTISING 





insure “fair winds and a fast 
passage” to top profits in the non- 
metallic-minerals industry, because 
“P&QO” leadership in net paid producer 
circulation individual subscribers 

. and plant coverage ... gives your 
product a smooth and straight course 
to the port of Better Business. 


You can 


Ask for a free market survey or a read- 
ership survey. 





=\ \ 
Le 


PIT and QUARRY 


907 Rand McNally Building, Chicago 











Wherever Metal Products 
Are Finished 


Factory executives look to METAL 
FINISHING for the latest develop- 
ments in the preparation, electroplat- 
ing and coating of all metals as well 
as for a source of equipment and sup 
plies for these operations 


The oldest 
authority, the only 
mail secured circulation and 
membership 


paper in its field, the 
one with all A.B.C 
A.B.P 


For information write 








METAL FINISHING 


NEW YORK. NY 


ADP 


116 JOWN ST 


110 





ADVERTISING VOLUME FOR AUGUST ISSUES OF 


INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless otherwise 


Industrial Group 
Aero Digest 
Air Conditioning & Re 


frigeration News (w) 

(11! > 2 ae ee 
American Builder & Build 

EES ee 
American Machinist (bi-w) 
Architectural Forum ..... 
Architectural Record 


Automotive Industries (bi 

Te ctectiestkeconcsves 
Aviation 
Bakers’ Helper (e O85 « s < 
Brick & Clay Record..... 
Bus Transportation 


Industry 


Metallurgical 


Ceramic 
Chemical & 
Engineering 


Civil Engineering ....... 
Coal Age eecoeeeseececese 
Construction Digest (bi-w) 
Construction Methods (83 
ae “ivadwuwtiasmsh ed 
Sn! os¢ ck haben e es we 
Diesel Power & Diesel 
Transportation ....... 
Diesel Progress (81x11). 
Electric Light & Power... 
Electrical Contracting 
Electrical South seeeser 
Electrical West ....... 
Electrical World (w)... 
Engineering & Mining 


Journal 
Engineering 
(w) 
Factory 
Maintenance 
Food Industries 
Foundry 
a he sig 
Gas Age (bi-w)......... 
Heating, Piping & Air Cor 
ditioning 


News Record 


Heating &@ Ventilating... 
Hitchcock's Machine ‘Tool 
Blue Book (4! 2x6! 2)... 
Industrial & Engineering 
Chemistry (3 editions). 
Industnal Power (44x 
ee wackns 
Iron Age (w) 
Laundry Age 
Machine Design 
Machinery 
Manufacturers Record 
Marine Engineering ©& 
Shipping Review 
Mechanical Engineering 
Metal Finishing 
Metal Progress 


Metals and Alloys... 

Mill & Factory... 

Mill Supplies ....... 

Modern Machine Shop 
(4! 2x6! 2p ceccceccoss 

National Petroleum News 
iw) SOG be bebe ee esbe 

National Provisioner (w) 

Oil & Gas Journal (w) 
CREED aned onweeonene 


Oil Weekly (w)....... 
The Paper Industry and 
Paper World 


The Paper Mill (w) 
Paper Trade Journal (w). 
Pencil Points 


noted, all publications are 


standard 7 x 


August 
Pages 
1941 1940 
*138 *104 
22 28 
86 66 
93 79 
90 63 
57 49 
3838 74 
176 111 
4125 F128 
*17 *18 
55 66 
*35 = -*28 
154 150 
23 16 
74 69 
47 43 
75 66 
94 85 
43 38 
40) 33 
59 5? 
61 47 
13 15 
47 33 
161 135 
205 101 


168 j 180 


219 $292 


53 66 
9 79 
28 3] 
47 +75 
58 54 
23 3 


206 *140 


136 110 
79 60 
369 [*354 
44 39 
YY 76 
197 145 
#35 *32 


3 29 

42 37 
79 72 
70 54 
154 124 
87 72 
210 158 
70 78 

t 101 £104 


48 54 
72 104 
95 $T*146 
51 44 


INDUSTRIAL MARKETING, 


monthlies and have 
10-inch type page 
August 
Pages 
1941 1940 
Petroleum Engineer ..... 85 66 
eer es *47 *45 
tic at oad Die tc ke os 72 167 
Power Plant Engineering. . 81 65 
Practical Builder (101/)x15) 11 9 
0 IE SE SE 32 30 
Product Engineering ..... 115 90 
Products Finishing (4x 
MEN @ennancontus ous 35 29 
ON TT Orr 82 57 
Railway Age (w)........ $144 158 
Railway Purchases & Stores 89 3 
Refiner & Natural Gasoline 
Manufacturer ......... 107 86 
Roads & Streets......... 45 40 
Southern Power & Industry 71 5] 
Og) Ee easy 235 200 
Telephone Engineer ..... 23 22 
Telephony (w) ......... *T||77 + *I75 
Textile World .......... SS 8Y 
Water Works & Sewerage. 30 3] 
Water Works Engineering 
OS GR are 46 40 
Welding Engineer ....... 26 18 
Western Construction News 65 61 
Wood Worker .......... 45 4) 
Wood-Working Machinery 
IED nckcnnases 50 -*47 
NE ee Pt ha 7.477 6,660 
Trade Group 
American Artisan ....... 69 66 
American Druggist ...... 61 61 
American Exporter ...... 182 138 
Boot & Shoe Recorder (w) 98 120 
Building Supply News.... 33 35 
Commercial Car Journal... 9] 84 
Domestic Engineering .... 73 5 
Electrical Merchandising 
tg | IS aS epaeos 44 *F] 
Farm Implement News 
ER See ree 53 4% 
Hardware Age (bi-w).... 68 84 
Jewelers’ Circular The 
AONE kon ccccscces 123108 
Mida’s Criterion ........ 3 
a ee rer 79 77 
ED re a ie we ie 63 66 
Plumbing & Heating Jour 
pak aemain we wa ake 23 29 
Sheet Metal Worker...... "46 43 
Southern Automotive Jour 
ee cece e weker ee ee ao 6 41 43 
Southern Hardware ..... 35 2 
Sporting Goods Dealer... 42 5 
ee re 1,227 1,18 
Class Group 
Advertising Age (w) (103% 
[i eee 77 7 
American Funeral Director 35 
American Restaurant ..... 48 
Hospital Management 24 
Hotel Management ...... 38 
Industrial Marketing ..... 59 4 
Modern Hospital ahe6e0e 4-6 73 7 
Nation's Schools ...... , 21 
Oral Hygiene (4 5/16x 
6. Ne Sa 85 ) 
Restaurant Management 32 
Trafic World (w)....... t||76 7 
Ce, sah saa anne eeiee 568 54 
§Includes special issue *Includ 
classified advertising Last issue est 
mated. {Five issues. Three issues 
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Advertising Gains 10°%/, 
In August Business Papers 
@ ADVERTISING volume in Au- 


gust issues of 112 business papers was 
10.5 per cent greater this year than 
a year ago and 12.4 per cent greater 
for the first eight-months period, ac- 
cording to reports of the publications 
listed in the accompanying tabulation. 

Greatest gains were made by papers 
in the industrial group in which 
eighty-two publications reported an 
increase of 12.2 per cent for August 
issues and 14.8 per cent for the eight- 
month period as compared with like 
issues of 1940. 

Nineteen papers in the trade group 
carried 3.7 per cent more business in 
August issues this year than a year 
ago, and are 2.4 per cent ahead in 
volume for the period to date. 

The class group, as represented by 
eleven papers, shows gains of 4.9 per 
cent in August business and 6.8 per 
cent for the eight months as compared 
with last year’s figures. 


{CONTINUED FROM PaGE 31] 


Crane Campaign 


est. The title of the bulletin, “How to 
Keep Your Plant Going Without In- 
terruption!”, serves as an added atten- 
tion getter because it treats a problem 
which is a headache in every plant 
today. A small box in the lower left 
corner of the front page labels it 
‘An Aid to Defense,” emphasizing its 
usefulness, while its interest to all 
operating executives is indicated by 
nother box at the upper right, headed 
Please Pass Along,” under which are 
listed the production executives’ titles 
ind squares opposite to be checked as 
t has had their attention. The bulle- 
tin is six pages, 8'2x11, printed in 
inge and black, and is shown in these 
lors in some of the publications, 
hile others carry the copy only in 
lack and white. 
In the special publication campaign 
rected to top executives, the impor- 
nce of valves in the production of 
fense materials is emphasized and 
bulletin service to help train new 
intenance workers is offered. Here 
bulletin is shown in a thumbnail 
istration, 





Vilkening to Gray & Rogers 
Wilkening Mfg. Company, Philadel 
, manufacturer of Pedrick piston rings 

Wilco automotive products, has ap- 
nted Gray & Rogers, Philadelphia, to 
sie its account. 


Donaldson to Griswold Associates 


Hugh Donaldson, formerly with Car- 
negie-Illinois Steel Corporation and Gen- 
eral Mills in Chicago, has been made man- 
ager of Glenn Griswold Associates’ Chi- 
cago office. 


Hubbard to Head Elliot 
Howard M. Hubbard has resigned as 


president and general manager, Green 
field Tap & Die Company, Greenfield, 
Mass., to join the Elliott Company, Jean- 
nette, Pa., as president. 


Charles Brown Joins Denison 


Charles E. Brown, formerly account 
executive, Grifith-Sutliff-Adams, Akron, 
O., has been made advertising manager, 


Denison Engineering Company, Colum- 
bus, O 


Cory Snow Adds Two 

The McCarthy Freight System, Taun- 
ton, Mass., and Shaw Box Company, Paw- 
tucket, R. I., have appointed Cory Snow, 
Inc., Providence, to handle their adver- 
tising. 


Hendricks Leaves on Vacation 

M. S. Hendricks, advertising manager, 
Welding Engineer, Chicago, leaves on an 
extended vacation Sept. 1, after which he 
will announce a new connection. 


Joins Horton-Noyes 

T. Lawson Wilknson has joned Horton- 
Noyes Company, Providence, as assistant 
production manager. 





26,619 


EXECUTIVES OF MANUFACTURING CON- 


CERNS ARE REACHED BY DUN’S REVIEW. OF 
THEIR COMPANIES, 15,380 ARE RATED OVER 


$125,000. . . 
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HEY adopted this little plan which, on the surface, is very 


simple but which proved highly effective. First—they 


Selected as their editorial theme the subject most vital to the 

Industry at the present time. Second—they concentrated their 

Bales story in the publication which their advertisers, prospects 

and agencies read and relied upon for guidance in formulating 
f ales and advertising plans. 


* 
- 
y 

L 


Londitions created by the war supplied the perfect subject for 
their two-fold program. Fuel requirements for rearmament would 
fompel still greater and more widespread efficiency if the coal 
Industry was to do its part in the National Defense program. 
Peak production of metal and non-metallic minerals would be 
becessary to fulfill the demands for our own needs plus aid to 
Britain. With such demands prevailing it would be a simple 
Patter to stimulate interest in the basic National Defense i impor- 
ance of the mining markets and the necessity of keeping mines, 
melters, mills and refineries operating at capacity. 















a 
# fs for the publication to carry the sales messages this is what 
w f W. Clarke, Publisher of MeGraw-Hill’s mining publications 
H igays, “We chose INDUSTRIAL MARKETING for the backbone 
Mf our dis play advertising in this campaign because studies 
howed your readership to be most ideal for advertisers, pros- 
ppects and agencies we wanted to reach—manufacturers of equip- 
ment and supplies suited for modern coal, metal and non- 
metallic mineral production requirements.” 


‘ 


uriously enough, the first “Mining Package” advertising cam- 

ign in INDUSTRIAL MARKETING began during World 
Nar | with Defense as the theme. Year after year since then 
he McGraw-Hill mining papers have used INDUSTRIAL 
IARKETING to carry the story of the importance of the metal 
d non-metallic mineral industries as a market for manufac- 

sdaisseal ol rers o! mining and processing equipment and the thorough 
overage provided by “The Mining Package.” 











ENGINEERING AND 
MINING JOURNAL 


Display pages carried 
through August issue 
17% ahead of last year. 


COAL AGE 


Display pages carried 
through August issue 
9% ahead of last year. 





COAL 
MINING CATALOGS 
Display pages carried 
1941 edition 40° ahead 


of last year. 





Metal and Non-Metallic 
MINING CATALOGS 
Display pages carried 
1941 edition 39% ahead 


of last year. 


COAL MINE 
DIRECTORY 


1941 edition copy sales 
running 25° ahead of 
last year. 

















HEAT TREATING 
F ORGING 


! This year the National Metal 
Conference and Exposition wil! 
be held at Philadelphia, Octo- 
ber 20-24. As usual, the Septem- 
ber issue of HEAT TREATING 
AND FORGING will carry the 
program of the conference and 
exposition. Copies of the Sep- 
tember issue will be distributed 
gratis from ow booth at the ex- 
position. The interest this year 
should be unusually keen be- 
cause of the defense program 
and the developments that have 
occurred during the year. Make 
your reservation now. Forms close 
September 15. 


Published by 


STEEL PUBLICATIONS, INC. 
Pitt sbergh. Pa 


108 Smithfield St, 














With the passing of summer, we again 
find ourselves in the show period. The 
September issue of BLAST FURNACE 
AND STEEL PLANT will carry the pro- 
gram, etc., of the Iron & Steel Show, 
which this year will be held at Cleve- 
land, September 23-25. The great 
strides made in the steel industry dur- 
ing the year are bound to be reflected 
in the exposition. Copies of the Sep- 
tember issue will be distributed gratis 
from our booth. Make your reservation 
now. Forms close September |. 


Published by 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 
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What local chapters of the 
Advertisers Association are doing and thinking about 


N. LA. A. News 


National Industrial 





Complete details and story 
about the NIAA Toronto Confer- 
ence will be found on pages 17. 
18, 19 and 20. 


Twin City Group Gets 
Charter in NIAA 


The National Industrial Advertisers As- 
sociation added its twenty-second chapter 
this month when 
Twin City Industrial 
Advertisers, Minne- 
apolis and St. Paul, 
received its charter 
Sept. 2. The certifi- 
cate was presented 
by Richard P. Dodds, 
president, and was 
accepted by Lowell 
Swenson, chapter 
president, who is ad- 
vertising and _ sales 
promotion manager, 
Wm Bros Boiler & 
Mfg. Company, Min- 
napolis. The organ 
ization was formed in June and has thirty- 
five members 

Other ofhcers of the Minnesota group 
are: Vice-president, O. J. Ellertson, ad 
vertising and export sales manager, Pio- 
neer Engineering Works, Inc.; secretary, 
D. D. Knowles, advertising manager, Dia- 
mond Iron Works, Inc.; treasurer, Earl M 
Rooney, Weyerhaeuser Sales Company, 
St. Paul 

In addition to the presentation cere 
mony, the program included a talk by 
Mr. Dodds on “Industry Writes an In- 
surance Policy Against an Uncertain Fu- 
ture,” and an address by Melvin J. Evans, 
chairman of the board, Evans Associates, 
Inc., Chicago, on “Human Engineering.” 
The meeting was well attended by the 
membership and a large group of local 
business executives and members of the 
St. Paul and Minneapolis advertising 
clubs. Mr. Ellertson was toastmaster 

An added feature of the meeting was 
a display of selected advertising material 
of the membership arranged under the 
direction of S. A. Bordeau, advertising 
manager, Electric Machinery Manufactur 
ing Company 





L. H. SWENSON 


W. D. Fuller Addresses 
Philadelphia, Sept. |! 


Walter D. Fuller, president, National 
Association of Manufacturers and Curtis 
Publishing Company, will address Eastern 
Industrial Advertisers, Philadelphia, at 
their first fall meeting, Sept. 11, at the 
Manufacturers and Bankers Club. Mr. 
Fuller's subject will be “Advertising’s Re- 
sponsibility to Management Today.” 

A. O. Witt, EIA vice-president, has ar- 
ranged the details of the meeting. Lead- 
ing executives representing some of the 


largest industries in the area will attend 
EIA is planning this and other vital meet 
ings during the fall and spring to promote 
progress in industrial advertising and 
selling 


Coakley Replaces Bubb 
As New Jersey Prexy 


John F. Coakley, publicity director 
Thomas A. Edison, Inc., West Orange, 
N. J., has been 
elected _— president, 
Industrial Market 
ers of New Jersey, 
succeeding Robert 
S. Bubb, advertis 
ing manager, Lock 
Joint Pipe Com 
pany, Ampere, N 
J., who has retired 
from the ofhce be 
cause of pressure 
of added assign 
ments in his work 
Mr. Coakley was 
elected vice - presi 
dent of the chapter 
in May at the same time Mr. Bubb was 
made president. Mr. Bubb will assume 
Mr. Coakley’s post as vice-president The 
chapter will hold its first meeting of the 
fall season Sept. 10, at Essex House, 
Newark. 

Delegates of the New Jersey chapter to 
the NIAA Toronto conference will leave 
Newark in a motor cavalcade, Monday, 
Sept. 15, and will be met in Canada by 
an escort of Canadian Mounted Polic 
who will conduct them to the convention 





J. F. COAKLEY 


Indiana Elects DeLo President 


At the third and final summer gol! 
dinner outing of Indiana Association of 
Industrial Advertis- 
ers held Aug. 14 
at the Kokomo 
Country Club, 
J. A. DeLo, adver- 
tising Manager, 
Continental Steel 
Corporation, Ko- 
komo, was elected 
president, succeed- 
ing E. E. Chris- 
tena, manager sales 
promotion, J. D. 
Adams Company, 
Indianapolis. R. E. 
Russell, advertising 
manager, D-A 
Lubricant Company, Inc., was _ electe 
vice-president in charge of membership 
Harold Quinlan, art director, Spencer W 
Curtiss, vice-president in charge of pr 
gram: H. L. Martin, advertising manage 
Diamond Chain & Mfg. Company, treas 
urer; and Howard C. Caldwell, president 
The Caldwell-Baker Company, secretary 

Installation of officers will take place 
the first meeting of the fall seasor 
Sept 11 





J. A. DeLO 
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Alvah B. Wheeler, director of advertising, 
“Modern Industries,” turns chef and fries 
chicken and boils corn in the yard of his 
farm near Malvern, Pa., to entertain an in- 
formal directors’ meeting of the Eastern 
Industrial Advertisers last month. At his 
side, Mrs. Wheeler prepares a ham for slicing 





Miller Elected 
Youngstown President 
William S. Miller, director advertising 
and sales education, The General Fire- 
proofing Company, | 
Youngstown, Ohio, _~ 


has been elected f 






president, Youngs- 
town District In- 
dustrial Marketers, 
succeeding L. H 
Taylor, advertising 
manager, The 
Deming Company, 
Salem, O. J. W 
Swanson, Sharon 
Steel Corporation, 
Sharon, Pa., has 
heen elected vice- 
president; R. J. WILLIAM MILLER 
McCallister, ac- 

count executive, Wearstler Advertising, 
Inc., Youngstown, secretary, and W. H. 
Schafer, assistant advertising manager, 
The General Fireproofing Company, treas- 


urer 


Montreal to Hear Talk 
On Canadian Advertising 


The first dinner meeting of the new 
eason of Technical Advertisers Associa’ 
n of Montreal will be held Sept. 9, at 
Queens Hotel. Harry S. Van Scoyoc, 
idvertising manager, Canada Cement Com- 
pany, Ltd., and past president of the chap- 
ter, will address the meeting on “Some 
Observations on Canadian Advertising.” 
[he Montreal chapter is planning to 
ave members who attend the Toronto 
nference report on the clinics they at- 
id at the October meeting so that mem- 
s may get complete benefit of all the 
nics which are scheduled in two groups 
six each, running concurrently. 


Chicago to Discuss 
ans for 1942 


Plans of its various committees for 1942 
ivities will be discussed by the Engi 
ring Advertisers Association, Chicago, 
its first fall meeting, Sept. 8, to be held 
the Electric Club 


-hutz Will Analyze the 
mall Advertising Department 


‘The Small Advertising Department™ 
| be the subject of Walter E. Schutz, 
ertising manager, Delta Manufactur- 
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ing Company, Milwaukee, before the 
Rockford (Ill.) Industrial Marketers, Sept 
9. Mr. Schutz will discuss the duties of 
the advertising manager, how to organize 
the work of the department, what outside 
assistance should be used, and what the 
manager should do in way of codperating 
with the sales department 


Toledo Furnished Trophy 


The crystal trophy awarded the Toledo 
chapter at the golf tournament between 
Industrial Marketers of Detroit and the 
Toledo Industrial Advertisers Club was 
furnished by Toledo and not Detroit as 
reported last month. The trophy was de- 
signed by T. K. Almroth, advertising man- 
ager, Owens-Illinois Glass Company, and 
president of the Toledo chapter. 


Machine Tool Shipments Increase 


Machine tool shipments for June, 1941, 
amounted to $63,400,000 as compared to 
$60,800,000 for May, 1941, and $34,- 
000,000 for June, 1940, representing 
practically a doubled rate of production 
within the last twelve months, according 
to an announcement by the National Ma- 
chine Tool Builders’ Association. The 
entire production is going to national de- 
fense and aid to Britain. Shipments are 
expected to mount steadily, and total pro- 
duction to meet or exceed its announced 
goal of $750,000,000 during 1941. 


Worthington Named Manager 

L. B. Worthington, with Carnegie-Illi- 
nois Steel Corporation since 1923, has 
been named manager of sales of the bar, 
strip, and semi-finished materials division. 








MECHANICAL ENGINEERING and its publisher, 





The ASME, have been functioning for over 60 





ears... on the basis of rendering a service which 
years + On t 5 4 SIVICE V 





can be accomplished onl 


y through associated effort. 





activities (coordinated) of 


when it gains breadth and 


vital and indispensable. 








Membership Guarantees 
Reader Quality 











The American Society of 
Mechanical Engineers 
29 W. 39th St., New York, N. Y. 


Midwest Office: 
205 West Wacker Drive, Chicago, IIL. 





When the service a publication represents consists of the 


the foremost engineers; 


when it embraces all the basic mechanical aspects and their 
relative values in engineering and in industry; 


depth and scope in every direc- 


tion and becomes more dynamic with each succeeding year: 
such a service is not only far-flung and far-reached; it is 


For out of such deep rooted, 
basic effort come industrial 
progress and growth. 


The results of the all-out service 
job Mechanical Engineering and 
The American Society of Mechan- 
ical Engineers are doing are evident 
at all the major industrial cross- 
roads, and in all the avenues that 
lead to further industrial and na- 
tional progress. 


Right now the need for expansion, 
and for intensification of these co- 
ordinated endeavors, is more vital 
than ever... if industry and your 
business are to accelerate in the right 
direction when the present swift 
tempo slows down. 


We ask you to give these impor- 
tant basic factors extra serious con- 
sideration now. If you do that we 
believe you will appreciate the out- 
standing advertising value provided 
by Mechanical Engineering among 
the priority men in industry. 

What you say and do in Mechan- 
ical Engineering will reach the right 
men... the itecieial planners and 
builders and buyers of today and of 
the days to come. 
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[CONTINUED FROM Pace 61] 


TELEPHONE COMPANIES art 'opay . . = 
ENJOYING MORE BUSINESS THAN EVER BEFORE | Editorial Competition 


MERCHANDISE used in this $5,000,000,000 American Druggist, 1, 2, 3, 4 


industry find an eager market in the columns ol American Machinist, 1 






of Factory Stock Parts 
_ PROVES DARLING 


- American Pecan Journal and Southern SUPER-MACHINED SURF 
Fortnightly Horticulturist, 1, 2, § cea uaearans: 

é ch ec < ecorc : a 5 ; 

TELEPHONE ENGINEER nag te 5 wegen. 


DARLING PERFORMANCE / 


+ Automotive Industries, 1, 4 
Aviation, 1, 2 





10,500 CIRCULATION 
ee Se eareee Beauty Fashion, 1, 5 

Better Roads, 4 

Brick and Clay Record, | 

Broadcasting, 3, § 

Bus Transportation, 1 


Write? atormetion 


eriden Road hicage 





. _ Canadian Grocer, 1 


| Canadian Motorists’ Handbook, 2 


Che Ca N eta Lice : ee + ‘A 
4 OA LL —_ 7 & Aetallurgical Engineering ot 
Coal Age, 2 i b) re 
one of the Primary Construction Methods, 1, 3 ARLIN 


DENSE-METAL 


“a 





The Cotton Ginners’ Journal, 1, 2, 4, \ 
Defense Industries. The Credit World. 2. 5 ree rs | GATE VALVES 
is Definitely on the | Domestic Engineering, | 
| Drilling, 1, 2, 4, 5 Darling Valve gets its story over quickly and 


U pswing—Contact it Blectsicel Contracting. 1 convincingly with this page featuring a sim 
: , ple ten-second test which proves the tight- 


through its Accepted Electrical World, | ~ 
Engineering and Mining Journal, 1. closing qualities of factory stock parts for 
; . its valves due to their super-machined finish 


Medium— Engineering News-Record, 1, 2, 3, 
The Explosives Engineer, 3 


0 
(i 
4 

* 


a) 


Factory Management © Maintenance, 


















5 a Machine Design, 3 
| Fairchild Publications, 4 Machinery, 1, 3, §. 
Food Industries. 4 Manufacturers Record, 4 
Ford Field. 1. 2 The Manufacturing Confectioner, 4, 5 
NEW YORK—Whitehall Bidg. The Foundry, 5 Metal Progress, 1, 5 
CHICAGO—Manhattan Bidg. The F. T. D. News, 1, 2, 3, 5 Metals and Alloys, 1, 3 
The Furniture Warehouseman, 3, 4 Mill Supplies, 2, 3, 4 
For more than 50 years the lead- Mi Mining and Metallurgy, § 
ing journal of the coal industry a Aes, I. i Modern Industry, a a | 
ais - — | areware ane Som, ; The Modern Theatre Section of Box 
- — - | Hatchery Tribune, 1, 2 fice 
' . - > - othce, | 
. | Heating, Cooling & Piping, 2 \ ae 
WE BACK | Heating, Piping and Air Conditioning, 2% “ee 2, 3 
SSUES ra ig a oo a Music News, Inc., 2 
Heating & Ventilating, 4 N. A. D. A. Bulletin, 2 
@ Complete coverage Hotel Red Book, 2 The National Sign Journal, 1, 2 
of current and back I d Ref : ¢ The New York State Pharmacist, 
ce an etrigeration, Northwest Insurance News, 2 
issues of trade papers The Illinois Dental Journal, 2, § ere oe 
and general magazines "Using | Industrial and Engineering Chemistry, 4 The Oil and Gas Journal, 1, 2 ,3, 4, 5 
for editorial and adver- pe ty | Industrial Power, 1, 2, 3, 5 The Oil Weekly, 1 
tising material. Business” = ohn yggmmmmaaaa ’ The Paper Industry and Paper World, | 
m Ag ie Pencil Points, 1, 3, 4 
nsurance 4 vocate, » & , The Petroleum Engineer, 4 


BA NY » The Iron Age, 1, 2, 4, 5 Photographic Trade News, 
Journal of Chemical Education, 1 Power, 1, 2, 3 
The Pre-Cambrian, 2, 3 


The Journeyman Barber, Hairdresser and 3 


CLIPPING BUREAU | Cosmetologist, 2 Product Engineering, 2, 3, 4,5 


t The Progressive Grocer, 5 


221 N. LASALLE ST., CHICAGO, ILL. The Log, 5 ; 
Resort World. 5 





= me The S.A. E. Journal, 4 


Safety Engineering, 2, 3, 4 


ACCURATE INDUSTRIAL MAILING LISTS The, School Executive, 1, 2, 3 


Despite record-shattering turnover in industrial and ex- Southwest Builder and Contractor, 
The Spectator, 2 


BR ecutive personnel, McGraw-Hill Industrial Mailing Lists 7 - : ’ 
Auls- still are guaranteed accurate within two per cent. Sports Goods Journal of Canada, 1, 2 
2, 4 





; 7 Sporting Goods Dealer, 1, 2, 
The entire resources of the nation-wide McGraw-Hill Steel. 1 





~ organization are being used continuously to maintain Successful Grocer. 1. 2 
these lists on a twenty-four hour basis. Many manufac- ‘ = 
turers and service organizations currently are finding Telephony, 1, 5 
McGraw-Hill names more economical to use than to Textile World, 1 
build or constantly revise their own prospect list. Timber of Canada. 1. 2 


The Tool Engineer, 1, 2, 3, 5 


Write today for information on list selections covering 


















your specific market, or for a complete McGraw-Hill Transit Journal, 2 

—— WAL List File. Trusts and Estates, 2 

Mc GRAW-HILL DIRECT MAIL DIVISION The Weekly Underwriter, 1, 2, 4 
_ Fas - omen F 5 

IR MAIL LIST SERV . » 26 The Welding Engineer, 2, 4, 

| as es See Sees McGraw-Hill Publishing Co., Inc. Wholessle Grocer News. 1. 2, 4 

330 West 42nd Street, New York, New York a Wholesalers Salesman, 3 
. Wines & Vines, 1, 2, 3, 4, 5 
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Milestones 


in Publishing 


Effective with the August issue, Food 
Industries was redesigned throughout by 
Walter Dorwin Teague, eminent indus 
trial designer. The name of the publica- 

yn now prominently displays a subtitle: 
‘For Those Who Control Quality 
Through Management and Production,” 
which is the key to the editorial objective. 

Typographically the publication has 
been improved by the use of'a larger and 
more open face type for the body and 
Girder style heads. The cover has been 
modernized in design and the word “food” 

the name is accentuated in size on a 
line by itself The illustration on the 
front cover continues to be a view of some 
prominent food plant, now taking the 
form of a spot within a color block and 

ns into a panel which carries titles of 
feature articles 

In addition to regular department or 
feature headings, the contributed editorial 
material also is classified under such head- 
ngs as Management, Engineering, Qual- 
ty Control, Production, and Materials, 
which serve to simplify reading, peak up 
nterest, and help identify the subject 
material. The contents page also lists 
editorial material under these headings and 
further classifies it under “Food Tech 
nology.” It also carries a caption pertain- 
ng to the front cover illustration. 


The August issue of Fire Engineering 
was devoted to the role of the fire service 
in national defense and designed as a 
ractical handbook on the subject for 

| defense. The experiences of Eng 
land in combating fire started by bomb- 

ind in clearing wreckage is vividly 
rtrayed in word and picture, and civil 
defense in Canada is outlined. An- 
er feature of the issue is the first part 

i symposium on “What Preparation for 
Civil Defense?” in which fire chiefs from 
ill over the country tell what their cities 

doing in that direction 

\n editorial note calls attention to “the 
xtent to which manufacturers, with an 

time record of well over sixty pages of 

ertising, are using Fire Engineering to 
rove present business relations and to 
develop future business.” 














INDUSTRIAL ADVERTISING MAN 
Wanted by leading Eastern industrial 
gency. As account executive. Seasoned, 
around industrial advertising man of ex- 
ptional ability. Must be unusually cap- 
*ole copywriter and idea-producer. Under 
+0 Permanent position. Unusual oppor- 
nity to develop into important factor. Our 
ployees know about this advertisement. 
A an Box 217, Industrial Marketing, 
. C.) 














CAN YOU USE 


capable, experienced advertising man to 
ke charge of or assist with your industrial 
vertising—one who can produce sound ad- 
srtising ideas and then execute them? 33, 
ve a family, now in charge of acverteng 
@ small manufacturer. Six years’ nationa 
justrial advertising experience: trade papers, 
‘gazines, direct mail; ideas, planning, copy, 
ugh layouts; market analysis, selection of 
edia, budget control; and a thorough know!- 
ige of advertising production. Box 216, 
DUSTRIAL MARKETING, Chicago. 





Glenn Sutton, who recently resigned 
from McGraw-Hill Publishing Company 
after ten years of 
service, has formed 
the Sutton Publish- 
ing Company, Inc., 
New York, to pub- 
lish Electrical Equip- 
ment News. The pub- 
lication is of tabloid 
size with standard- 
ized advertising unit 
format and will be 
devoted to new 
equipment, parts, 
materials, and litera- 
ture in the electrical 
GLENN SUTTON | field 
Distribution of the 
new publication will be on a controlled 
circulation basis to electrical manufactur- 
ers; electrical maintenance and purchasing 
men in industrial plants, extractive, and 
transportation industries; public utilities, 
electrical contractors, and motor service 
shops; electrical and industrial distributors; 
and electrical consulting engineers 


The Jewelers’ Circular-Keystone for Au 
gust was the largest issue for that summer 
month in the last twelve years. The issue 
consisted of 200 pages and cover and 
carried 123 pages of advertising. A fea- 
ture of the advertising carried was nine 
consecutive right-hand pages for R. Wal- 
lace & Sons, ending in a burst of a pull- 
out three-page spread. All pages in the 
series were printed in black, peach, and 
silver. 





A 288-page issue for August marked 
the twenty-fifth anniversary of Aviation; 
176 pages were advertising. The growth 
of aviation and the aircraft industry was 
reviewed in detail with a generous num- 
ber of fascinating illustrations 


© 
The Tool Engineer adopted side stitch 


binding with its August issue which con- 
sisted of 128 pages and cover. A heavy 
yellow card insert carrying three business 
reply cards for requesting manufacturers’ 
literature described in the New Literature 
department was inaugurated in the same 


Issue 





Blue Most Effective in 
Direct Mail Advertising 


According to the results of a survey 
completed by International Printing Ink, 
blue return cards brought in more in- 
quiries than any other of the seven colors 
used, outpulling white, the poorest, by 
about fifty per cent. The mailing sent 
out to a list of 6,000 printers, publishers, 
advertisers, and others, consisted of a let- 
ter and a return card, offering a free 
brochure describing new developments in 
the application of color and chemical 
coatings to industry. A return of fifteen 
per cent was produced—a sample con- 
siderably larger than the minimum believed 
necessary to reflect an accurate picture. 

The colors, in the order of effectiveness 
were: blue, orange, red, yellow, buff, green, 
and white. 

As IPI points out, the results of this 
survey should not necessarily be considered 
conclusive, as each of the colors had to 
be reproduced in one shade only, and it 
is possible that the shade of blue used 
was more pleasing than the particular 
shade of the other colors which was 
chosen 
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COMBUSTION 


is the 
SURE route to 
the minds of the 


MEN who BUY 


in the 


STEAM-POWER 
FIELD 


For details, write 


COMBUSTION 


200 Medison Ave., New York 


1DO YOU KNOW 


What 
TRADE PAPERS 
LABOR PAPERS 
CHURCH PAPERS 
FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 





We can tell you, 
because 
We Clip Magazines— 
some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 
and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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WDEX TO ADVERTISERS 


AMERICAN ARTISAN 66-67-68 


AMERICAN AVIATION , abe ee 
AMERICAN EXPORTER - sa sh mt @ 105 
AMERICAN MACHINIST Insert Between 5-9 
AMERICAN TRADE PRESS CLIPPING 

BUREAU .. see ee , ‘came 
ARCHITECTURAL RECORD ees ‘ ‘ 99 
ASSOCIATED BUSINESS PAPERS ' 78-79 
ABSBOCIATED CONSTRUCTION PUBLICA- 

TIONS ... se , TTT TeTTity 108 
AUTOMOTIVE INDUSTRIES . . sae OF 
AVIATION EQUIPMENT ....-.ccceceees a] 
Bacon's CLIPPING BUREAL TT vee dane 
BLACK DIAMOND .. : eo0 .116 
BLAST FURNACE AND STEEL PLANT..114 
Brick & CLAY Recorp ‘ seeneeasnee 
BuSINESS PUBLISHERS INTERNATIONAL 

Corp ; : sevens uces 64 
CERAMIC INDUSTRY poeweeeene 107 
CHEMICAI & METALLURGICAL ENGI- 

NEERING ee ‘ , . 62-63 
CHEMICAL ENGINEERING CATALOG 

, : .55-56-57-58 
Civil. ENGINEERING .... oe cossnen 
COAL AGE .. ‘ — . ‘ 50-51 
COMBUSTION . be wrerrs | 
CONSTRUCTION DIGEST . , 70 
CONSTRUCTION METHODS . SS-S9 
COTTON e ; bée o* ih ete es: 
Dun’s REVIEW , , , e ety 
ELEcTRICAL BUYERS KREFERENCE 92-93 
ELECTRICAL CONTRACTING : 74-75 
ELECTRICAL EQUIPMENT NEWS ‘ae 
ELECTRICAL MANUFACTURING ; : 103 
ELECTRICAL WoORLD oe -e4 1-5 
ENGINEERING NEWS-RECORD . SS-S9 
EXCAVATING ENGINEER . . : 9S 
Factory MANAGEMENT AND 

MAINTENANCE , . 12-13 
Fritz PUBLICATIONS, INC , 90 

qQ 


Gray, Russe. T., INc 


HEATING, PIPING AND AIR 


CONDITIONING 66-67-68 


Heat TREATING AND FORGING .114 
HEATING & VENTILATING / 59 
HicKERSON, IN« J. M 108 
HosPrIirAL MANAGEMENT . ; 69 


INDUSTRIAL AND ENGINEERING 
CHEMISTRY - £5-66-57-58 
IRON AGE ..Insert Between 40-4 


KEENEY PUBLISHING COMPANY 66-67-68 












KIMBERLY-CLARK CORPORATION io 
MACHINE DESIGN 65 
MACHINERY , vee 17 
MacRar’s Biure Book i2 
MARINE ENGINEERING AND SHIPPING 
REVIEW , ; : . 7 
McGraw-HiILL. PUBLISHING Co 10-11 
McGraw-Hit. Pua. Co. (Direct Mail 
Division) 116 
MECHANICAL ENGINEERING 115 
MeTaALs & ALLOYS 81 
METAL FINISHING ; 110 
METAL PROGRESS , 93 
MiL.K PLANT MONTHLY . 108 
Mitt & Factory Back Cover 
MILL SUPPLIES . : ‘1 
MopERN INDUSTRY ' 5 
MopERN MACHINE SuHuot Second Cover 
NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION 109 


NATIONAL PROVISIONER 14 
NEW EQUIPMENT DiIGEes' 9 
NEWSWEEK 85 
OM AND GAS JOURNAL $4-45 
Pir & QUARRY ee .110 
POWER PLANT ENGINEERING ; : 2 
PRopUCT ENGINEERING Third Cover 
PURCHASING i6 
PUTMAN PUBLISHING Ci 87 
REINHOLD PUBLISHING Cor! 95-56-57-58 
SouTHERN POWER AN INDUSTRY 19 
STANDAI Stupios, INe 10S 
STEEI : 2° 
SWEET's CATALOG SERVIC : 6-7 
TELEPHONE ENGINEER . cee 116 
rexTiILe Wor! , - 
THOMAS PUBLISHING Co See l 
roo. & Dir JourRNAI 96 
Too. ENGINEER! . 104 
Woo PRopuctTs rod 
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Index 


to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





490. How to Help Your Customers 
and Prospects. 
This deluxe book analyzes selected 


current business paper advertising to 
show how some leading industrial ad- 
vertisers are handling their copy under 
present conditions to maintain good 
will, help customers with their pro- 
duction problems and increase workers’ 
efficiency, explain delivery problems, 
and other perplexing problems of the 
advertising man. All case studies are 
illustrated. Published by McGraw-Hill 
Publishing Comparty. 


491. Tips to Manufacturers. 

An eight-page market data service, 
published monthly by The Oil Weekly, 
containing a summary of current op- 
erations in the drilling, producing, and 
pipe line division of the oil and gas 
industry, information on new oil fields, 
and prospects in the industry. 


492. What is the Power of Color in 
Space Advertising? 

This pamphlet presents a summar- 
ized review of the findings of the past 
few years on the subject of the value 
of color in space advertising, includ- 
ing the Starch reports and case histories 
of publishers, agencies, and advertisers. 
Published by Eagle Printing Ink Com- 
pany. 


493. Building’s Market Place. 

A revised and enlarged edition which 
analyzes the principal groups of buyers 
and specifiers in the building field, and 
outlines information influencing their 
decisions on building products. Pub- 
lished by Sweet’s Catalog Service. 


494. Food Judgment. 

A brochure analyzing the unique 
characteristics and problems of the 
food industry, and describing the sig- 
nificant developments in food manu- 
facture today. Published by Food In- 
dustries. 


495. The Five Termites of Business. 

This booklet reproduces portions of 
“Advertising Faces Its Greatest Chal- 
lenge,” originally published by Eastern 
Industrial Advertisers, which describes 
the idea that it is unnecessary to ad- 
vertise under wartime conditions as the 


principal boring tool of the business 
termite. Several case histories are given 
to show what happened to manufac- 
turers who thought because they were 
oversold they could eliminate adver- 
tising. Published by Rapid Copy 
Service Company. 


496. Advertising Today. 

An analysis of advertising as a means 
of company defense and an outline of 
the many ways in which it may be ap- 
plied today. Quotes many prominent 
authorities on the subject and gives 
excerpts from copy of leading indus 
trial advertisers. Published by Evans 
Associates, Inc. 


482. Inquiries .. . antidote for adver 
tising gambling. 

This booklet is a discussion of in- 
quiries as a proof of industrial adver- 
tising readership, and presents methods 
of handling them to insure the at- 
tainment of their full value. It is 
No. 4 in a series of “little stories” on 
advertising. Published by Putman 
Publishing Company. 


484. How Large is the Worth While 
General Industrial Market? 


This bulletin presents an analysis 
of the primary and secondary indus- 
trial markets of the United States as 
indicated by the U. S. census and oth- 
er sources. Published by Industrial 
Equipment News. 


473. Guest Review of Advertising. 

A series of reprints of the spread 
ads of Electrical World in which read- 
ers of that publication tell which ads 
they like and why. 


413. Foreign Government Buying 

Agencies in the U. S. A. 

This revised list gives addresses of 
buying agencies in the United States 
for foreign governments. Compiled 
by Business Publishers International 
Corporation. 


437. Tips on Making Your New 

Product Descriptions Effective 

A guide sheet giving specific rec- 

ommendations for the preparation of 

text and illustrations for new produ 

publicity items. Prepared by the ec:- 
tor of Industrial Equipment News 


a] 
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